one BOOT SHOE 
=“ BEC E 


THE SHOE RETAILER 











EVERIT B. TERHUNE, 
President 
Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN ie 

HUGH M. BOWEN Voice of the Trade 


GORDON SCOTT 
EDITORIAL STAFF ’ : . 
ARTHUR D. ANDERSON, Editor I Like to Sell Shoes 
RAYMOND L. FITZGERALD 


Managing Editor W 9 P ‘ 

/ ay , 
one 2 Ones hat’s the News in Oxfords? 
Art Director and Promotion Manager 


OWEN A. THOMAS, Associate Editor . © 7 . 
140 Federal Street, Boston, Mass. Paris Styles Undimmed by War 


HARRY R. TERHUNE, Field Bditor 
201 Oceano Drive, Los Angeles, Calif. 


ELEANOR M. RUTLEDGE 
Fashion Editor 


RUTH HARRINGTON, Fashion Consultant 


HERBERT B. GOODRIDGE 
Make-Up Editor 


RAYMOND H. GOODRIDGE, News Editor 
JOHN F. W. ANDERSON, Research Editor 





Shoe Store Calendar for May 
The Editor’s Outlook 


New York Sets the Stage for Fall 


L. WAMES G ELLIS. Assoc Editor 
Ss G. , Associate ‘ - ic ~ . 
1061 National Press Bldg., Washington, D.C. Style Plus Service Brought Success 


Editorial and Executive Offices 


Nee You Y. Oak O.P.I. (Other People’s Ideas) 


Publication Office 
Chestnut and 56th Sts.,Philadelphia,Pa.,U.S.A. 





Promote Footwear for Mother’s Day 














© = Shoe News 


Owned and Published by 
CHILTON COMPANY Stock Turnover—Pivot of Profitable Merchandising 
Incorporated 


Chestnut and 56th Sts.,Philadelphia,Pa.,U.S.A. 
239 W. 39th St. New York, N. Y., U.S.A. Copyright 1940 by Chilton Company (Incorporated) 





OFFICERS AND DIKECTORS 
Cc. A. MUSSELMAN, President ADVERTISING STAFF—— 


JOS. 8S. HILDRETH, Vice-President E. B. TERHUNE, JR., 239 West GORDON SCOTT, E. P. LING- 


GEORGE H. GRIFFITHS, Vice-President 9th St. New York. N.Y. Tele- HAM. DONALD R. MacARTHUR, 
: - . St. $ , Mass 
EVERIT B. TERHUNE, Vice-President ae ee ich Lay ee 


J. H. VAN DEVENTER, Vice-President RB BOWEN. 209 S. State 8 
‘ ™ = N, . State St., H. WALTER SCOTT, Chestnut & 
Cc. S. BAUR, Vice-President Chicago, Ill. Telephone: Wabash 56th Sts., Philadelphia, Pa. Tele- 


WILLIAM A. BARBER, Treasurer 8058. phone: Sherwood 1424. 


wee SLAIR MOFPETT, Secretary HUGH M. BOWEN, 1627 Locust HARRY R. TERHUNE, 201 Oceano 
JULIAN CHASE St., St. Louis, Mo. Telephone: eve, os Tele- 
THOMAS L. KANE Garfield 3347. phone: WL.A. SSEre. 


G. C. BUZBY 
P. M. FAHRENDORF Member, y. -E of aa. Aasouinget Bytpess 
Papers. ublis every Saturday. ubscription rice: Unitec 
HARRY V. DUFFY States and Possessions, Mexico, Cuba, Canada, $3.00. Foreign, 
CHARLES J. HEALE $10.00 a year. Single copy 25 cents. 



















































“FIRST PRIZE in any company 


THIS JARMAN SHO! 









The Kentucky Derby Cup oe 





! ! hate " 
“Kirst Prize In Any ¢ 
rram for Fall. 1910 


dvert 


rhe 


moth 


hhreds 


itt The 


Sal 


ul 


day 


De rhy 


Ke rrtun ky 


whether 


finne 


And Jarman Shoes 


Jarman ce ilers, take 


W mer handising pro 





Ss 
BoP o 
Sot epor 4 


re" 



















BOOT AND SHOE RECORDER APRIL 27, 1940 


YOIL 


© 


HAND) E 


THE horse tracks opened in New 
York last week with the pari-mutuel 
machines taking $2.00 bets with 
such speed that half the customers 
never reached the windows to lay 
money on the nags. But with all 
that—on a raw, cold day, four-fifths 
of a million dollars was bet. 


: o 


Millions for gambling but only 
petty dollars for shoes and other 
things. As H. I. Phillips commented 
in his column in the New York Sun: 
“Outside of four or five entries I 
never saw such a cheap lot of ani- 
mals. A cash offer of $80 would 
_ have bought most of the gallopers 
» on which $821,952 was bet. That 
is a lot of money to be bet on horses 
in midwinter by a public lustily 
"yelling for a new economic order 
and saying things are so bad that 
“the Government has got to pass out 
ore relief money or there will be 

4 revolution.” 

_ Just one more thing to make mer- 

thants whimsy-whamsy and the pub- 

money mad. Previous experi- 





ence has shown that when the race 
track opens the apparel and shoe 
stores suffer most. If this country 
continues to devise new and won- 
derful ways for mass spending and 
tax collecting, there’s no telling 
what effect it will have on stores 
and selling. The State of New York 
collects 10 per cent on the money 
paid at the windows as a sort of 
appeasement to other direct taxes 
that are collected. Then we have 
sales taxes, cigarette taxes and every 
conceivable form of indirect tax: 
so that it wouldn’t be surprising if 


10 per cent of the money in Amer- 
ica is running down the tax drain. 
At least the dollar spent in shoe 
stores is a rapid turnover dollar 
because it gallops out again to pay 
bills and wages. 
MONEY in circulation in the 
United States on March 3] amounted 
to $7,510,476,396 or $56.94 per 
capita. Wow—ain’t that sumthin’! 
That’s coin of the realm (not in- 
cluding gold) and it’s all out doing 
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its daily turnover. So, if anybody 
says “There ain’t no money” you 
just give them the figures. 


» o o 


CONGRATULATIONS to York, 
Pennsylvania! With a population 
at present of 55,254, there are 
seventy-eight concerns now in busi- 
ness who were in business fifty 


THE VERY LATEST 


years ago. “There is no glory in age 
alone but if the deeds of the past 
have been distinguished by the in- 
dustry of our forebears, it is to 
their honor to praise them but more 
honorable to imitate them.” 

The one shoe concern of record 
on the honor roll is Reineberg’s, 
shoe merchants since 1876, who say 
in commemoration of more than 
fifty years of progress and stability : 

“Starting in the year 1876, when 
many conveniences of today were 
unheard of or thought of, Reine- 
berg’s have grown to be known as a 
shoe store for giving ‘foot comfort 
service’ to both young and old—far 
and near. In those early years. men 
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wore leather boots, women and 
children high shoes. Shoes were re- 
garded merely as a foot covering. 

“As years went on, we found that 
about 90 per cent of foot ills were 
caused by ill-fitting shoes, and per- 
sons began to realize that shoes 
properly fitted gave them much 
comfort and corrected many foot 
ills.” 
W ILL KNIGHT gives this rule 
for a long life: 

“Eat like a bird, 

Relax like a cat, 

Sleep like a dog 

And bear malice toward no one.” 


The saying is not original with 
him but worthy of re-quotation.” 
BD. WOLF of Merritt’s Shoe De- 


partment, Roswell, New Mexico, 


ARE THEY 2 
COMFORTABLE THO ~ 


“Women today want comfort as 
well as style. The shoeman who 
bears this in mind when selling, 
will be successful—whether he is in 
a ‘high-fashion shoe store,’ ‘family 
shoe store,’ etc. The type of store 
doesn’t mean a thing— it’s the way 
you sell. Sell for comfort — not 
profits . . . they will come if you 
take care of the comfort and cor- 
rect fitting.” 

* * * 
FRANK B. SIMONS, recently re- 
turned to his Beverly Hillis, Cali- 
fornia, home — after making his 
Arizona and New Mexico rounds 
with his men’s Florsheim line, says: 

“More orders for heavy grains 
have been placed for Fall than in 
the past ten years. The grains are 
fast pushing the lighter weights 
out of the picture. All buyers are 
designating double-soles and some 
even triple-soles for Fall. This is 
so even in those parts of the coun- 
try where heavy shoes are not 
needed for protection purposes. The 
real dark shades in the grains, such 
as Roan Brown or what is very near 
to a chocolate shade are being 
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—During the forty years that | have 
been associated with Boot and 
Shoe Recorder we have printed 
and mailed over 26,000,000 copies 
of this publication. 

—Hf all of these 2080 weekly issues of 
the Recorder. were placed end to 
end, they would extend from New 
York City to Leningrad —a dis- 
tance of 4900 miles. 

—Many revolutionary changes have 
ocurred in this industry of ours 
since 1900— 

—And the complete saga of Amer- 
isan shoemaking and merchandis- 
ing for this period will be found in 
our bound volumes. 

—Come up and read ‘em sometime. 


aS 


President 





selected by nearly every buyer. 
Tony Red is also being looked on 
with quite a bit of favor. It is ap- 
parent that punchings are entirely 
out, in favor of harness stitchings 
—with four or five rows specified 
around the vamps. Blucher pat- 
terns dominate the pattern selec- 


tions.” 
2 a * 


CARL HOFFMAN, of Buffalo, 
broadcast over Station WEBR, in 
behalf of the Greater Buffalo Shoe 
Retailers Association: 

“A committee was appointed by 
our President, Ben Etkin, to ap- 
proach the various factories and 
industrial plants who sell shoes di- 
rectly to their employees, and to 
attempt to adjust this problem of 
direct selling in a friendly spirit of 
cooperation. This committee met 
with a committee of the Buffalo 
Chamber of Commerce and with 
representatives of the various indus- 
trial plants and factories. Our com- 
mittee pointed out that the shoe 
retailer was willing to distribute 


work shoes for industrial plants at 
a handling charge of 75c. to $1.00 
a pair, which, considering the fact 
that the legitimate shoe retailer 
gives expert fitting, which the in- 
dustrial plants cannot give, was fair 
enough. Several plants have already 
signified their willingness to coop- 
erate with our organization. This 
problem is still being thrashed out 
and we hope for an early favorable 
settlement. 

“If manufacturers generally un- 
derstood the pernicious nature of 
these side sales, they would speedily 
discontinue them in their own in- 
terests as well as that of their em- 
ployees and stockholders. All busi- 
ness is inter-related. If one set of 
manufacturers impairs or tends to 
destroy the business of legitimate 
retail outlets of another class of 
manufacturers by selling their prod- 
ucts, in this case, shoes, at or near 
cost, direct to their employees, it 
is only a question of time before 
their own retail outlets are affected 
by other manufacturers doing the 
same thing with their products.” 





WE have said it a hundred times 
and we say it again. This is the 
friendliest industry that we know. 

So how are we to answer this 
man who says: “My problem is | 
think I buy from too many houses 
and would like to eliminate some of 
them without hurting salesmen’s 
feelings.” 

That’s the exact phraseology of 
a very wonderful expression of 
friendship. 


* ” * 


BRETAILERS have been writing 
in that it isn’t “cricket” to offer a 
10-day free trial on shoes. Some 
also say that it isn’t hygienic nor 
healthy for a store to take back 
shoes that have been worn; refinish 
them and put them back in stock; 
and that it is a Board of Health 
matter. 

The 10-day free trial offer may 
indicate the confidence in the store 
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and its ability to fit and serve and 
satisfy but it still leaves a loophole 
for a method of selling that is not 
fair to the field. 


WHAT is believed to be the first 
exclusive men’s shoe store operated 
by a big league baseball player was 
opened recently in Youngstown, 
Ohio, by William (Billy) J. Rhiel, 
featuring French, Shriner and 
Urner and Vanguard Shoes. 

Billy Rhiel attended Newberry 
College in Newberry, S. C., where 
he played football and in 1924 and 
1925 was made all-Southern full- 
back. He went to the minor base- 
ball leagues in 1926, with the South 
Atlantic league—and in 1927 with 
the Southern League. He entered 
the big leagues in 1928, playing 
with the Boston Braves, Brooklyn 
and Detroit. He played second 
base, third base and outfield. He 
retired in 1937. 

He has been selling shoes on the 
side in the last three years, while 
serving as manager of the Veteran 
of Foreign Wars Club in Warren, 
Ohio. He is active in civic athletics 
and is a member of the boxing 
commission. His new store is com- 
pletely modern in every detail. 


” * . 


*“SNOTHING goes with PRINTS 
like PATENT” is the caption of an 
ad by Park-Brannock of Syracuse, 
New York, and the illustrations 
were of a black patent leather crown 
with white straw brim hat—$5.00; 
gloves in doeskin at $2.95; black 
patent leather pouch—$5.00; black 
patent pumps—$8.75.” 

It indicates that a shoe store can 
sell accessories that harmonize, with 
a timely theme. 


DOWN Rio Way is the spirited 
caption for a group of sparkling 
colors highlighted by the Textile 
Color Card Association in its 1940 
Fall Silk collection, just issued to 
members in advance swatch form. 


Margaret Hayden Rorke, managing 
director of the Association, de- 
scribed these featured shades as 
brilliant tropical hues suggestive of 
the gay tantalizing rhythm of South 
American dance music. Comprising 
this lively medley are: Yellow 
Moon, Meloday Mauve, Tropic 
Peacock, Hi-Yi Red, Marimba 
Blue, Fiesta Green, Exotic Blue, 
Tango Coral, Conga Blue, Golden 
Sun, Samba Green and Rumba 
Rose. 
* - * 

THE interest of a group of shoe 
merchants was aroused by the fact 
that a prominent city proposed to 
license gasoline retailers and in the 
course of the argument, the ques- 
tion was put as to the power of the 
city to license all retailing and this 
ingenious proposal was made: 

“An ordinance requiring a license 
for retail shoe stores would have 
several distinct advantages. Briefly, 
it would require the sale of shoes 
by licensed fitters. A fitting would 
necessarily have to be afforded the 
prospective purchaser, which would 
entail the equipping of a store, 
since a complete line of sizes of 
shoes obviously can’t be carried 
from house to house. It would lay 
down certain restrictions upon the 
sale of footwear other than by such 
licensed fitters. To a large extent 
it would prevent the indiscriminate 
door-to-door canvassing by itiner- 








ant salesmen. It would protect the 
public against fly-by-nights. It 
would further require a licensed 
fitter for the sale of shoes in fac- 
tories and industrial plants. An an- 
nual license fee would be charged. 
All these factors motivated the de- 
sire for the proposed licensing or- 


dinance.” 
* i * 


EARNEST BROTHERS of Shaw. 
nee, Oklahoma, writes: 

“In some parts of our state, at 
this time, there are company stores, 
especially in the lumbering section, 
that are actually buying the same 
shoes that we sell, for less than we 
can buy them from the wholesaler 
—due to the fact that they have 
four or five company stores. In 
our particular section we have a 
great many oil companies that 
were buying anything their em- 
ployees wanted at wholesale prices 
but we understand now, that 
through the efforts of our state and 
national Retail Merchants Associa- 
tion, several of the big oil com- 
panies have stopped this entirely— 
especially the Continental Oil Com- 
pany of Ponca City. I understand 
that an employee of this company 
cannot buy anything through the 
company. 

“We think that anything you can 
do to prevent this type of selling 
will be appreciated by any mer- 
chant, in any line of business.” 

































































“It won't take a moment, Lady. My son is ordering your size now from our branch store.” 
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It LIKE to sell shoes, because I like people, like to be 
around them and talk to them. We treat our customers 
with the same sincerity and respect as guests in our 
own home. 

In selling shoes, one’s enthusiasm and earnest desire 
to have every customer properly fitted to the last and 
style best suited to his needs should be the prime 
objective. 

There are no set speeches for selling shoes, as each 
salesman has his own way of presenting merchandise, 
but there are certain fundamental points that should 
he followed. 


FIRST: Meet the customer graciously. 


The customer should be met as he enters the depart- 
ment. His first reaction toward you is important, as 
it should express confidence and willingness to proceed 
in fitting him. After he is seated, approach him with 
a phrase most adaptable to your personality. Avoid 
saying, “May I show you some shoes today,” or “Are 


TO SELL 


pS 
Viel 


SHOES” 


you interested in some shoes today?” because if he 
were not interested and did not want to look at shoes, 
he would not be in your store. 


SECOND: Analyze his shoe problems and needs. 


While taking off his shoe and properly measuring 
his foot, size up your customer as to type of clothes 
he is wearing, his age, position in business and social 
world, kind of shoes he has on and determine in your 
own mind the kind and style of shoes you are going 
to show him. 


THIRD: Measure every customer for proper size 


On seeing some of the fits that come into the store, it 
makes one feel every shoe salesman should go through 
a special school of instruction and receive a diploma on 
shoe fitting before he is eligible to sell shoes. Othe: 
trades such as barbers, manicurists, etc., require it and 
proper fitting of shoes is much more important to th: 
human race than the above. 
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After a patron has made a selection the next step 
is to interest him in another type of shoe. When 
this is done in a helpful spirit and not with the 
obvious idea of forcing another sale, the thought 
of the need of building up one’s shoe wardrobe is 
instilled in a patron’s mind. 


Open shoe displays are plentiful in Gude’s Shoe 
Den for men, there being seven in all. No display 
is so “set” in appearance that a customer will be 
afraid to pick up a shoe in order to examine it. 
The more men handle the merchandise, the more 
they will buy. And it is the multiple sales that 


account for a store’s real progress. 


Proper fitting is paramount with us and we will not 
tolerate anything to the contrary. With a new cus- 
tomer, we are willing to gamble on one or two pairs 
of shoes in order to arrive at the proper last and size. 

Never criticize the fit your competitor gave. If he 
should ask if the shoe has been properly fitted, state 
that you don’t know the method they use in fitting their 
shoes, but in our shoes this is the shoe and size we 
would recommend. 

There is no limitation as to how far you can go in 
the shoe business, if time and effort is taken in fitting 
your customer properly, and give him the best you 
have at all times. Practice sincerity at all times. 


FOURTH: Show your customer the style he asks for. 


When your customer asks for a particular pattern, 






result from this. In an aggressive store, the old type 
order-taker is being replaced with the alert and active 
salesman. 


SIXTH: Closing the sale. 


This point is the result of your efforts and salesman- 
ship extended through the other five points and is 
indeed an important one. Closing the sale is much 
easier than one realizes, if the customer has received 
your sincere efforts in being fitted properly. 

We feel every salesman should have a card file of 
his customers and go over cards regularly in order 
that he may remember the name of each and upon his 
next visit to the store, greet him with a “Hello, Mr. 
Smith,” or whatever his name may be. This gives a 
personal touch that is hard to resist. 

Atmosphere also is very important in selling shoes 
and if the department can have a “Club effect” and 
shoes well displayed with atmosphere, it is easier to 
put a man at ease, enabling him to concentrate on shoes. 

In our store we have three groups of buyers. One 
group is the $6.00 to $7.50 buyer. These shoes are 


[ aserest, Enthusiasm and an Earnest Desire to Serve the Customer 


Are Prime Qualifications for a Successful Shoe Salesman—In This 
Keenly Analytical Study of Retail Shoe Selling, Mr. Goode Enun- 


- « « sags DAVID GOODE 


fit him in that style first, whether it is the best last for 
him or not. Then if you feel a change should be made, 
show him your shoe with your reasons why. Present 
your argument intelligently and to the point. Know 
the product and feature stories of all your shoes thor- 
oughly and your presentation will be easy. 


FIFTH: Present new patterns and types. 


In presenting new patterns, choose the ones you feel 
are most suited to him. In showing him these shoes, 
state to him that while he is in your store, you would 
like to show him a couple of new types he might be 
interested in. 

When trying them on, bring out the style features 
and dramatize the merchandise. This is not “high- 
pressure” salesmanship, as you merely want to show 
him the shoes while he is there. 

We find that when we sell a style shoe to a person 
who usually wears conservative shoes, he becomes more 
shoe conscious and buys more shoes, and multiple sales 





Men’s Shoe Buyer at Gude’s, Los Angeles, Calif. 


ciates Six Rules Which, in His Experience, Make the Job Easier. 


mostly all style types and extreme novelties. This group 
covers mostly young men. 

Another group is the $10.75 to $12.75 group. These 
customers require most of the sales efforts in swinging 
from the conservative to the style shoes and to drive 
for multiple sales. A chart in the department showing 
different types of shoes to be worn with different kinds 
of clothing helps break down the sales resistance in 
swinging to the style shoes and double headers. 

The other group is the $14.00 to $30.00 customers. 
This group is the easiest to make multiple sales as 
they are usually better able financially to buy different 
types of shoes for their different types of clothing. 
However, in this group it is necessary to dramatize the 
merchandise and show how each shoe gives that fin- 
ished appearance for his different type of suits. 

This brings us to the point of buying shoes. Some 
buyers are afraid to take a chance on a smart style 
[TURN TO PAGE 48, PLEASE] 
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Reading left to right:—The smooth 
elegance of black suede is ive, 
a new rich note by the use of deco. 
rative cording for trimming. Noy 
how the design in the upper ca 
ries down into the new type wedy 
heel. Pullover from Meri Mille 
and Kurt Bergmann. 


Concealed side lacing gives charn 

and interest to this attractive sued, 

oxford with braid trimming. Pull. 
over from Borda. 


High-laced, wedge-heeled, wit) 
definite side interest, this oxford 
combines three important style feo. 
tures. Pullover from Al Lewis 


WHAT’S THE NEWS 


STEPINS, slipons, pumps—elasticized and gored for 
easy adjustment and fit—these have been the number 
one patterns in every style line for several past seasons. 
And oxfords and straps—once the most popular pat- 
terns on the market—have been the stepchildren of the 
shoe family. 

That’s why we have been so excited at a hint here 
and there—from Paris and from our own markets— 
that the oxford is coming back into the style picture 
for Fall. We don’t mean that the oxford will replace 
slip-on patterns—for from it—but we do mean to say, 
“Watch your oxfords this Fall, especially in the dressier 
types. When you go to market these next few weeks, 
think about your oxford customers. There are certain 
women who always like oxfords. (You know it and / 
know it.) Why not try a few of the newest ideas in 
oxfords just to sweeten your stock?” 

There are plenty of new treatments in oxfords. A few 
of them we show here. There is the high-riding seven 
—or higher—eyelet shoe. This looks very extreme at 
the moment but it may not look so next Winter when 
higher lines are more common again. Paris is think- 


Toni Gilman, lovely CBS star, in one of the 
season’s new and extreme hat styles. 
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Always Good in Walking Shoes for Fall, the Oxtord Is 


Now Being Shown in a Variety of Dressy Patterns. The 


Reason? First, Because Women Continue to Like Ankle- 


Hugging Shoes. Second, Because There Is Continued In- 


terest in Bootie Types. Third, Because Designersare Find- 


ing Clever New Ways of Treating the Basic Oxford Pattern, 


Thus Giving It New Interest and More Flattering Lines 


ing about boots again if there is another very cold 
Winter, and we might well do the same. The beauty of 
the two high-riding oxfords that we show here is the 
side treatment—in one, the d’Orsay line, in another, a 
decorative trimming on the outside of the shoe which 


contrasting leathers, mudguard trimmings, cutouts, side 
lacings, and other side or top line interest. 

In lining up your Fall shoes, don’t forget that shoe 
which is a happy compromise between the step-in and 
the oxford—the simulated oxford. We show one shoe 


IN OXFORDS. 


shortens the side line and gives a more flattering look 
to the ankle. 

Other treatments which give interest and grace to 
these oxfords are new ways of using cording, braiding, 


Reading left to right:—Smart little low-heeled 

pattern in suede and alligator calf which 

combines the easy adjustment of an elasticized 

step-in with the youthful attractiveness of the 

popular side lace oxford. Pullover from W. 
Scott Laurie. 


Smart mudguard trim in alligator calf is 
echoed in side strip. Decorative cutouts on 


> 


of this kind here in a low-heeled pattern with elasticized 
area. But you will find it also in high heels. It is a 
good bet because slip-on adjustment and oxford ap- 
pearance are two shoe styles which women like. 


either side of lacing harmonize with the trim 
tailored lines of the whole shoe. Pullover 
from Lipp & Hirsch. 


The influence of the bootie of last year is 
strongly felt in this very high-riding oxford. 
The d'Orsay line adds necessary grace and 
lightness. Pullover from Holden & Quick. 





i ne 
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THROUGH meatless days and heatless days, and days 
without pastries and aperitifs, smart Parisiennes carry 
blithely on. Chic women are seen everywhere as 
modishly dressed and exquisitely coiffed as in any 
peacetime year. They lunch at the Ritz, dine at Ciro’s, 
take in war-benefit shows and concerts, and Sundays 
flock to the races. 

In any smart gathering around Paris today, the drift 


by ALICE MAXWELL APPO 
Paris Correspondent 


Paris Styles Undimmed by War 
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Charming dinner dress for 

Spring and early Summer in 

black and white stripe ottoman 

silk. Designed by Jean Dessee 
of Paris. 


Shoes below, left: Stepin of 
navy blue antelope piped in 
bright red, its trimming show- 
ing the influence of the side- 
lace oxford. Designed by Netch 
et Frater and ordered by the 
Duchess of Windsor in 

Navy. Right: Black satin eve- 
ning sandal with frill front and 
pipings in silver leather. Silver 
rosebud button. Selected by the 
Duchess of Windsor from the 
original Netch et Frater open- 
toed model in pink and gold. 






to the one-color costume is noticeable. Many women 
are seen dressed entirely in brown. They wear dark 
brown suits and hats, with gloves, bags and shoes in 
the same shade of brown leather. Leathers are usually 
suede as these brown outfits belong in the afternoon 
class. 

Perfectly plain suede pumps went with an aubergine 
costume seen at the Ritz. Every note of this—coat. 
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Fashions as Interesting and Smart as in Pre-War Days— 
Strong Trend to One-Color Ensembles in Brown, Blue, Black 
and High Style Colors—Bright Military Reds and White 
Mighlight Colors for Navy Cestumes—Black, Wines, Lighter 


Browns and Medium Blues Popular with Grey. 


Tremendous 


Current Vogue for Bright Red Shoes—Favorite Patterns for 
Dressy Wear High-heeled Pumps and Step-ins;: for Tailor- 
ed Cestumes Low Platforms, Reund Toes and Medium Heels 


frock, hat, gloves, purse and pumps—were aubergine 
shade except for a big blue fox collar and, of course, 
light stockings. In a tailored suit of light airforce blue, 
also collared with blue fox, the box calf pumps and 
bag were in slightly darker tone. 

With navy and grey costumes the trend is toward 
contrast. With grey, the accessories are black for 
formal wear, or for informal, wine shades, lightish 
browns, and medium blues like airforce. For the navy 
costume, bright military reds are highlight colors at 
the top of the mode. White often joins with red to 
accent navy. . 


THE vogue for this bright red in shoes is tremendous 
at the moment. Shoes for tailored and sports wear are 
seen made entirely in red leathers. Red crocodile makes 
a square-toed sports shoe with platform sole in bright 
red box. Models in black patent and navy box are 
laced and trimmed in red. High-heeled step-ins in navy 
antelope are decorated with red kid. 

Red in costume, except for accessories, still puts the 


Shoes below, left to right: Six-eyelet oxford, very open 
and dressy, with black antelope heel and quarter and 
black satin laced front. Seen in a smart gathering at 
Ciro’s. Low-heeled sports shoe of velvet calf in light 
cognac shade, worn with Bordeaux red tailleur. The 
“Maltese Cross” with slashed, turned-under ends is held 
in place by a brown calf-skin strap which runs through 
the ornament and trims the top of the shoe. Dark 
brown pump worn with an all-brown costume, seen at 
the Ritz. The vamp is antelope and the quarter kidskin, 
extending into a petal-shaped trimming at the throat. 


emphasis on the purplish wine shades, and while one- 
color costumes are seen in these shades, the continued 
trend is to lighten the effect with contrasting accessories. 
Crocodile leathers in the lighter shades are much used 
for bag and shoes with dark red outfits. At the races. 
a chic girl in a Bordeaux red suit and hat was shod 
with low-heeled step-ins of veau velours in the chaudron 
shade. These were fronted with a fringed rosette sug- 
gesting a Maltese cross, held in place with a brown 
leather strapping. 

Wine reds in leather continue to be seen with cos- 
tumes in navy and airforce blues, olive and almond 
greens, greys and sand color. Hermes shows a window- 
ful of men’s luggage in dark red leather. A new leather 
shade is called “cognac,” which as the name implies, is 
a medium light brown in the brandy tone. This also is 
a good contrast color for blues, greens, greys and sand. 


ALL-BLACK costumes, black-outs notwithstanding, 
continue in high favor with chic Parisians. Black veau 
velours or antelope makes the shoes for these, the 
former highlighted with patent leather. Seen at the 
races with a black costume, which afterwards appeared 
at Ciro’s, were glorified oxfords having black antelope 
heel and quarter and high laced front in black satin. 
Bright accessory colors that fit into the Spring pic- 
ture are pink, turquoise, royal and emerald, mostly in 

hats and hat trimmings and in gloves. 
The styles of shoes smart women are wearing around 
Paris include for afternoon wear pumps and step-ins. 
[TURN TO PAGE 48, PLEASE] 











1 WHAT better way to start 

the month than with the 
weekly check of your stocks. 
You are on the threshold of the 
Summer season. Will today's 
check find you with the foot- 
wear you need to get your full 
share of Summer business? 
Watch for “outs” in hosiery 
sizes and colors. 


4 LOOK your windows over 

carefully the first thing 
this morning and make sure they 
are interesting. If you have any 
specials for today's selling, see 
that they are featured right up 
front. Be sure there is a price 
card on every pair of shoes in 
the window. Are all advertised 
items displayed? 


THIS is the day to make 

that weekly check of your 
stocks, and be sure the job is 
thoroughly done. If you dis- 
cover some slow sellers, don't 
decide to wait another week— 
do something now! Mark down 
the prices. Give each salesman 
a list and urge them to “get 
busy.” 


11 IF you followed the sug- 

gestion above and ad- 
vertised a special gift box of 
Mother's Day hose, be sure you 
feature the offer in a big way 
in your windows for the day. 
Have a table display inside the 
door, too, and see that every 
customer has his or her atten- 
tion called to the offer. 


SSS Retail Shoe Store 


CALENDAR 
For MAY 


9 HAVE you changed your 

window backgrounds and 
interior trim to give your store 
a Summer atmosphere? If not, 
it should be done very soon 
now. And it is time your elec- 
tric fans are in place, ready for 
the first warm day. In fact, it 
is time to give the store a gen- 
eral going over. 


6 THE feature of your win- 

dow displays for this week 
should be "Gifts for Mother's 
Day." This showing should in- 
clude dress footwear, house 
slippers, silk hose, bags and any 
other accessory lines you carry, 
and gift certificates. Feature 
special gift box packings. 
Mother's Day falls on next Sun- 
day, May 12. 


9 ARE you using enough 

table and counter displays 
in your store? Right now your 
best selling hosiery numbers 
should be out where every cus- 
tomer can see them. Use dis- 
play cards that SELL and you 
will be surprised to see how your 
sales increase in proportion to 
the tables you put to work. 


13 IF there's a college in 
your town, with an early 
graduation, this ought to be 
just about the right week for a 
window featuring graduation 
shoes. With a little ingenuity 
you can devise a striking dis- 
play. Use your remaining space 
for women's Summer footwear 
with some hosiery, of course. 


3 YOU will want a good, big 
style ad in today's paper, 
featuring “Summer Footwear." 
Perhaps in your locality it is not 
too early to mention white foot- 
wear, and it certainly is not too 
early to suggest shoes for grad- 
uation. Hosiery, of course, 
should get a good space, too. 


7 THIS would be the right 

day to mail to your cus- 
tomers a letter or folder featur- 
ing “Gifts for Mother's Day.” 
Many stores have found that a 
gift box of silk hosiery is par- 
ticularly popular for this occo- 
sion. You can make up your 
own, using plain white boxes 
with a gift card. 


1 0 TODAY'S newspaper ad 

should emphasize the 
same theme as your windows, 
and your Tuesday mailing, 
namely “Gifts for Mother's 
Day.” Why not make up a spe- 
cial 3-pair gift box of silk ho- 
siery and offer it at a price as 
your big Saturday feature. In- 
clude some women's style foot- 
wear in the ad. 


14 YOUR window of gradu- 

ation footwear deserve: 
the backing of a good mailing. 
You can no secure a list 
of the graduates, so that your 
letter, folder or broadside can 
be sent directly to those who are 
most interested. Some mer- 
chants offer graduates a smo! 
discount during May. 
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May Is a Month of Promotion Opportunities, Starting 


with Mother’s Day on the Second Sunday and Ending Up 
with Memorial Day. Summer Whites Should Be in Full 


Swing in Many Parts of the Country and Getting Under 
Way in the Rest, so Play Them Up Early and Well. Next 


Month Is Commencement Month. Let the Graduates 


Know that You Have the Shoes for Their “Big Day.” 


15 CHECK your stocks to- 

day. Then look over the 
figures very carefully and make 
a list of the Spring styles still on 
hand. These numbers should be 
cleared immediately. There 
should not be many of them if 
you have been watching your 
weekly check carefully and 
keeping selling pressure on the 
slow sellers. 


920 CONTINUE your window 
display of men's Summer 
weight shoes for this week, and 
in your remaining space ar- 
range an interesting showing of 
women's Summer shoes. You 
should change all your interior 
displays of merchandise today, 
too. Also change the mer- 
chandise on your sale tables. 


9 4 TODAY'S newspaper ad 

should be built around 
the same theme as yesterday's 
postal card mailing — “New 
Summer Footwear for the Me- 
morial Day Week-End." Use 
plenty of space and feature 
men's and children's footwear 
as well as women's styles. Two 
or three good specials will help 
bring a Saturday crowd. 


99 THE results of today's 
check of stocks should 
show you what sort of a month 
May, 1940, has been in your 
store. How do sales, and stock 
on hand compare with a year 
@g0? And how do your turn- 

compare with this time 
last year? Are you satisfied with 
the month? 


1 MANY shoe stores that 

sell hosiery have found a 
“Hosiery Bar" a very valuable 
fixture. If you are at all in- 
genious you can construct your 
own. Or you can find some- 
thing at your fixture house. 
Such a novel idea always at- 
tracts attention, creates talk, 
and consequently, sells more 
hosiery. 


91 HOW does your store 

compare with those of 
your competitors? Are your 
windows as interesting as theirs? 
is your store interior as invit- 
ing? Do they do a better sell- 
ing job? It's part of your job 
to know these things, and the 
way to find out is to go and see 
for yourself! 


9 YOUR windows should 
carry out the same 

theme as yesterday's ad, whic 

means that everything Id 


17 HOW long has it been 

since you have given 
your men's footwear a really 
big newspaper ad? Perhaps 
this is the time for it. You can 
tie it up with the Summer weight 
footwear idea, emphasizing the 
importance of lighter weight 
footwear for men's Summer 
comfort. Feature men's sox, too. 


99 IT'S time for the weekly 
check of your stocks. 
We've been advocating this 
weekly check for a long time. 
Have you been doing it? More 
important, have you been do- 
ing something about the infor- 
mation your check provides? 
There is no use in making a 
check if you don't use it! 


97 IF you changed all of 
your windows Saturday, 
there is no need to make further 





be changed early today, if you 
didn't do it last night after clos- 
ing time. Be sure that every 
number that is featured in your 
ad is also played up in a big 
way in the windows. 


3 MEMORIAL DAY. First 

of the Summer holidays 
and no doubt you will be closed 
for the day. Did you make a 
fitting patriotic display in your 
window for the day? 


today. Presumably you 
have featured inside the store 
the same items featured in your 
windows and advertising. If 
not, do some rearranging to- 
day. It will help your sales for 
the next three days. 


31 A BUSY day for you. 
Plans for the coming month 
of June should be reviewed to 
be sure nothing has been over- 
looked. And then there's the ad 
for today's paper. Make it a 
good one so you can start 
June with a big day. 


18 DID you advertise men's 

Summer weight footwear 
last night? Then you need a 
striking window display of the 
same line. With a little thought 
you can arrange something un- 
usual that will attract atten- 
tion. Give your best sellers in 
women's hose a window for to- 
day, too, with some snappy dis- 
play cards. 


93 THIS would be an oppor- 
tune time for a postal 
card mailing to your customer 
list reminding them that Me- 
morial Day, the first Summer 
holiday, is just a week away, 
and that now is the time to se- 
cure their new Summer foot- 
wear for the coming holiday 
week-end. Offer a hosiery spe- 
cial. 


98 HOW about bathing 

shoes? Do you sell them? 
The demand will soon be upon 
you. And this is the season to 
drive hard on women's silk hose. 
Are you getting the business 
you should get on this profitable 
line? How do your prices com- 
pare with those of your com- 
petition? 
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OUTLOOK 


Wateh Direction 


THE events of the past few months are of tremendous 
significance. One of the emblems indicative of the 
rapidity of change is to be seen in our own “Trojan 
Horse,” the wedge. That strange piece of locomotion 
came into the trade at a time when things were listless 
and dull and the public wanted something new to talk 
about and make fun about. One of the freaks of a 
century and woman—one of the most changeable fash- 
ion chameleons, defied the eyes of the world and took to 
them “for spite,” “for style” and for any one of a 
dozen foolish reasons, incomprehensible to man. 

Then, after women had tried them, they suddenly dis- 
covered that it was a foot support that they had not 
experienced for years. Most shoe men were reluctant to 
pick up the wedge and when they did, it was with 
doubts and fears that they would die a-borning. None 
of us really knows what they will do but if we have lived 
long in this world of shoes, we know that they will have 
an influence on something else; and that eventually 
something of good design, graceful and pleasing to the 
eye, will come. Forward-thinking men are groping now 
for a shoe that will follow the wedge, giving support 
to the arch, breadth and comfort at the ball and some 
of the thrills that the audacity of fashion has implanted 
in the feminine heart. 

The mere fact that the wedge has swept through 
Italy, France, England, South America and Australia 
is part of the mystery of fashion no one can truly 
understand. For the moment, however, shoes have cap- 
tured the eyes of the world, conversation and the ridi- 
cule; but at least we must all agree that the wedge has 
contributed to the gaiety of the world at a very sour, 
sad moment in history. 

It may appear in new form, continuing the mid- 
Summer madness, in lower heights of heels and “we 
shall see what we shall see” because the public is riding 
this thing in spite of shoe men, shoe shows and shoe 
schedules. But let’s look at it as “deuces wild” in the 
business of shoes. It’s a whimsy that became a 
“whamsy” and at some future date, when shoe history 
is written, it will be pointed out as one of the most un- 
usual things in an unpredictable era. 

So much for that. Now to the far other side, which 
gives the bitter taste. All merchandising and shoe mer- 
chandising in particular, is not on “Easy Street” nor 
will it be from now forth. We are not going to ride 
into an abundant prosperity in 1940. This is a tough 
and brutal world, getting tougher every minute. Living 


of Trade Winds 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


standards, external to America, are falling fast. We're 
not going to ride high, with the rest of the world in 
low gear. At the moment we have all the wealth, all the 
peace, all the foodstuffs and wearables and we can’t 
understand why it is that merchandising is stalemated. 
It is not because of our economic security that we are 
in the mood that we are in. It behooves every merchant 
and every shoe manufacturer to put his house in order 
and to keep himself flexible and fluidly solvent, to 
move in the direction of the trade winds, when they 
start blowing. 

We have talked to men who have returned from the 
other side. They say that the merchants in other lands 
have tightened up and hardened up and look at things 
realistically. One merchant put it: “We're in this thing 
with our eyes open because trade must go on and the 
public must be served; and if shoes can brighten their 
feelings, we must contribute what we can in the encour- 
agements that come through shopping. Trade must go 
on and the store is part of the normal life of people 
up to the time when something abnormal like bombs, 
sudden deaths and other terrors strike.” He further- 
more said: “The soft and easy days of retailing are 
over for the time being. It was fun and good sport to 
venture in trade but now trade is serious, trade is earnest, 
trade is keeping solvent through elimination of waste 
and through realistic selection and sale.” His final re- 
marks were: “After all this is over, I am optimistic 
enough to believe that something new and finer will be 
born. I only hope that I live long enough to see it.” 

So you see, we on this side had the hope that fol- 
lowing the depression our path of progress would be 
upward with speed and certainty. We should have 
known that the shoe business is not much different from 
life itself. There are dips and bumps in the road. There 
are flat stretches, hills and deep valleys and business is 
subject to sharper changes today in its path towards 
progress. It necessitates constant vigilance, reasonable 
mobility and day-by-day enthusiasm for selling what 
you have—and planning for what will be even more 
salable. Forget the word “depression.” It’s a weasel 
word meaning absolutely nothing. Consider today as 
the normal subject to the abnormal at any moment. 
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HEALTH SPOT SHOES 


COMFORT FOR THE WEARER 
PROFIT FOR THE DEALER 


The retailer who associates himself with Health Spot Shoes does not 
merely take on a new line. Health Spot Shoes enable him to build a 
solid foundation for his future, through repeating customers who also 
create new business by their recommendations. 


There is no fear of losses to close out styles that have been replaced 
Health Spot styles are staple from year to year. 


The line can be started with less than fifty pairs each on two of the best 
selling men’s and women’s shoes. This has been done by dealers all over 
the United States whom it has paid to discard other lines which did not 
have the satisfying customer acceptance enjoyed by Health Spot Shoes. 


A stabilized retail price assures the dealer a fair margin of profit. He 
can afford to devote extra time to selling SHOE COMFORT. In addition 
to the extra profit to be had with this type of merchandise, he establishes 
satisfied, permanent customers. 


The Musebeck Shoe Company offers its dealers a unique educational 
program, second to none in the shoe industry. Dealers succeed because 
they are shown the way. 


Many a skeptical prospect has become an enthusiastic Health Spot 
retailer, via the Musebeck Shoe Company demonstration plan. Write 
for complete information today. Your town may be available for a 
profitable Health Spot franchise. 





MUSEBECK SHOE COMPANY 


DANVILLE, ILLINOIS 


HEALTH SPOT SHOES FOR MEN, WOMEN AND CHILDREN 














Buyers from All Sections of the Country Will 


Flock to Metropolis for Opening of Fall Lines 
by Manufacturers of Various Shoemaking Cen- 


ters, East and West, May 5-11 


NEW YORK CITY, during the week of May 5, will 
be the scene of the opening of a new shoe season in a 
national way and, except for the National Shoe Fair in 
Chicago, it will see the largest gathering of lines from 
all parts of the country on display at hotels, showrooms 
and factories for the inspection of many hundreds of 
retailers who are expected to visit the city during that 
week. 

New York City is no small retailing market in itself. 
Some $65,000,000 worth of shoes are sold at retail in 
shoe stores and departments in the five boroughs and 
it is estimated that within a 250-mile radius of the city 
some $200,000,000 worth of shoes are sold, making this 
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Photo by Fairchild Aerial Surveys, Inc 


a prize market for the shoemakers of the nation to 
shoot at. 

Significant indeed is the fact that this is the first time 
that there has been so great a spontaneous interest on 
the part of shoe manufacturers to display their Fall 
lines in one city so early as the first full week in May, 
thus giving over the next four months, May, June, July 
and August, to “making time” for the coming season. 

Since the former Shoe Fashion Guild set early May 
as the time for the showing of its members’ Fall lines 
a few years ago, there has been an increasing tendency 
for manufacturers the country over to pick this same 
time for their own Fall openings in New York. During 
the past two years the number of manufacturers dis- 
playing their lines at this time has steadily increased 
and at the last showing of the Guild, the city saw one of 
the largest gatherings of new lines ever held un- 
officially. 

The coming gathering of shoe manufacturers in New 
York the week of May 5 will be on a somewhat more 
official basis this year than before in that the St. Louis 
Shoe Manufacturers Association is holding a joint open- 
ing of its Fall lines at the Hotel Commodore, here, and 
the Shoe Manufacturers Board of Trade of New York 

[TURN TO PAGE 69, PLEASE | 
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A RENAISSANCE 
OF SOCIAL SIGNIFICANCE 
AND NATIONAL INFLUENCE 
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How the Namm Store, Brooklyn, Has Built Up 

a Profitable Main Floor Shoe Department in 

Two Years. Smart Shoes Correctly Fitted Con- 

sidered of Prime Importance in Developing 
Customer Confidence. 


THE shoe department of the Namm Store, Brooklyn, 
has made such progress during the past two years that 
the space will be approximately doubled and various 
features of modernization installed soon. The depart- 
ment, which is operated as a unit of the Wohl Shoe 
Company of St. Louis, endeavors to offer the most up- 
to-date plus alert service to customers in the matter of 
fitting, adjustments and courteous attention. 

Inasmuch as Harry Baren, who assumed direction of 
the department two years ago, believes that the style 
turnover in the shoe business has become almost as 
fast as that of millinery, it is not surprising to find here 
a very evident zest and tempo—a factor doubtless which 
explains why new customers have been attracted. While 
building new trade, however, he has not overlooked 
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Remodeled shoe department of the Namm Store, Brooklyn, 

N. Y. Stock is concealed at the right in recesses behind the 

heavy curtains. Note the wall display niches and the oval 
display tables. 


the potential value inherent in the patronage of that 
vast group of conservative home women characteristic 
of a community like Brooklyn. Consequently, slippers 
have been consistently promoted, particularly in styles 
appealing to housewives. But fashion shoes in variety 
and in the latest styles have been much featured here 
in frequent window displays to “tie-in” definitely with 
seasonal or community interests. 

The shoe department of Namm’s is located on the 
street floor on the right as one enters from Fulton 
Street. The stock has been wisely stored in deeply set 
recesses in the wall, concealed by attractive portieres. 
On the occasion of a recent sale, when shoes were 
offered at a special price, the department was taxed to 
the utmost by the rush of shoppers. Needless to say, the 
merchandise was selling. 

This department finds that girls like novelty ties and 
seasonable types of footwear. In short, tailored and 
spectator shoes are what sell well with youthful cus- 
tomers of this Brooklyn department store. As for the 

[TURN TO PAGE 55, PLEASE | 
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VALUE is whal i 


Over the door to a place where one can dine on calories and vitamines 
served in appetizing manner, there hangs a sign which reads—“Price is 
what you pay. Value is what you get.” That sign packs a sermon in ten 
words. The moral is plain. We apply the axiom here because, it is just as 
important to recognize its implications before footing a bill for footwear 
as it would be for a meal check. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


enjoys a long-standing and outstanding 
reputation for value. Price and value are so 
identical, it is not to speak lightly to call them 
twins. Perchance they differ, as even twins 
do, you'll find it is on the side of value rather 
than price. For bottoms of all kinds of men’s 
shoes it just can’t be beat. And to think that 
leading lines can be had bottomed with this 
extra-value sole leather at prices to please 
you. Better look into this at once. 










































































BOSTON, MASs. 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN. 1012 NORTH THIRD STREET. MI. WAUKEE. WISCONSIN 
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A Boot and Shoe Recorder Department 





Priceless Sale 


A store in Memphis, Tennessee, 
reports that one of the most successful 
sales it ever held was conducted with- 
out advertising the price of a single 
item. Every item in stock was sub- 
stantially reduced, but not according 
to a set percentage. The sale was 
announced in a large single page 
advertisement in the leading evening 
newspaper. This, like smaller follow- 
up advertisements, quoted no prices 
whatever. The store simply pledged 
its reputation on the unusual nature 
of the sale and the real values 
offered. The response was even better 
than the store’s highest expectations. 
It had the advantage, also, of keeping 
competitors in the dark as to what 
prices were being offered on the 
feature shoes. 

* * 7. 


“Each a Rebel Against Monotony.” 
(Byck’s, Louisville ) 


eS 2 


Nice Fresh Merchandise 


A blanket P.M. on all previous sea- 
son merchandise enables the L. Gold- 
man Shoe Co., Denver, Colorado, shoe 
retailers, to clean up its entire stock 
of carry-overs each year. 

Experience in the store showed that 
all salesmen are always inclined to 
show new merchandise in preference 
to old. The blanket P.M. provides 
the necessary inducement for getting 
salesmen to devote proper attention 
to old stock. 

Generally a five per cent P.M. is 
allowed in the Goldman store on all 
previous season shoes. This applies 
to merchandise which has been 
marked down as well as the staples 
which are continued at regular list 
price. By carrying the P.M. set-up 
all the way through, the company gets 
salesmen in the habit of talking old 


by JOHN F. W. ANDERSON 


merchandise along with the new. It 
was found that when P.M.’s were of- 
fered only on certain items, salesmen 
were inclined to overlook some of 
the carry-over stock. 





( Want to be inches “a 








249 W. 42 St. (Bet, 7 88 Ave.) 
2047 Bway (Bet. 15 & M6 5.) 
190 & 14 St. (6. of 4th Ave) 
105-02 Jemarce Ave Jemerce 


“Higher and Higher” opens in 
New York 


A Store That Catches the Eye 


There’s a modernized Ansonia Shoe 
Store on 34th Street, New York City. 
One of the display windows is of 
conventional size. The other is long 
and shallow, running along a wall 
from the sidewalk to the door. The 
back wall of this narrow window is 
completely covered with an amber- 
tinted mirror. Amber-colored draper- 
ies are used to break any possible 
coldness of this wall. 

, The inside walls of the store are of 
pale ivory and are covered with 
caricatures of movie stars and other 
celebrities. A soft carpet completely 
covers the floor. Modernistic, metal 
trimmed fitting chairs, each covered 
with a different bright colored ma- 
terial add life and cheer to a fashion- 
able style shop. 
* * * 


“Designed for playtime and work 
time.” 
(Holmes, New Orleans) 
* * * 


. 





“Introducing Mr. 


Customers are interested in know- 
ing who is serving them, so the 
Wagoner & March Store in Akron, 
Ohio, has a small, neat, framed sign 
in plain view in each section of the 
shoe department. 

They gathered this idea from the 
banks, after observing how customers 
more quickly got on a friendly basis 
with the teller serving them. If it is 
to the advantage of banks to do this, 
why not shoe stores? 

In the first place, Wagoner & March 
assign each man to a definite section 
of five or six chairs. That is his 
personal place; it is where he does 
all his selling, and he is held respon 
sible for all customers occupying his 
chairs. The men are not allowed to 
roam all over the store in their selling. 
but are required to stay near thei: 
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BEST IDEA OF THE WEEK 
LIFTING THE WORLD BY ITS BOOT STRAPS 
(Adler Shoe Store, 249 W. 42d St., New York City) 








O. P. Ideator—“I saw the ad of your new ELEVA- 
TOR shoes in the newspaper so I thought I'd drop 
over and find out just how tall you can make me.” 

Manager S. Falick—“We've just added a new line 
of men’s shoes in four of our stores that will add two 
inches to your height. I'd estimate that a pair of these 
shoes would put you up to about six foot one.” 


O. P. Ideator—*“Practically every man has a secret 
ambition to be taller, but doesn’t a shoe that will add 
two inches to your height look pretty obvious with a 
heel lift?” 

Manager Falick—*Here, take a look at these shoes? 
Do you notice any difference?” 

O. P. Ideator—*That pair looks like your regular 
line of shoes. Show me a pair of the ELEVATORS.” 


Manager Falick—‘“Those are the ELEVATORS. 
but you didn’t notice it. And nobody knows that they 
are built up except the man who buys them. You will 
notice that the heel is practically the same height as 
an ordinary shoe. But if you look inside, you will 
notice a cork insert that raises the heel almost two 
inches. The insert extends well down into the shoe 
and tapers off to nothing under the ball of the foot. 
The insert is attached to a leather insole and the whole 
unit is removable in one piece. The counter has been 
built up slightly to give adequate heel support, and to 
cover the foot, but it isn’t noticeable when the shoe is 
on the wearer.” 


O. P. Ideator—“Are there any particular problems 
in fitting these shoes?” 


Manager Falick—*No, they fit the same as any ordi- 
nary pair of street shoes in the customer’s regular size 
and width. They are no heavier and are just as com- 
fortable as our regular line of shoes.” 


O. P. Ideator—“Have you noticed that any particu- 
lar type of customer asks for these shoes?” 


Manager Falick—“No, we have had _ excellent 
response from all types and heights since we intro- 
duced these shoes on April llth. But, come to think 
of it, | think we have sold more in the larger sizes.” 


O. P. Ideator—“That bears out the experience of a 
prominent custom shoemaker who has been making 
this type of shoe for some time for theatrical people. 
He has found that his chief demand is not from short 
men who know they are short, but from men between 
five nine and five eleven who want to be over that 
strangely important six foot level.” 


Manager Falick—*“Not only that but around the 
Broadway district there are a lot of tall women. No 
man likes to go out with a woman who is taller than 
he is and these shoes may be the solution to his prob- 
lem. That is the significance of that final selling line 
on our ad—NOW YOU CAN BE TALLER THAN 
‘SHE’ IS!” 





section. 


This tends to eliminate the 


to the shoe department, introducing 





huddle common in stores having large 
sales forces. 

Customers may forget a man’s 
name when they come back, but they 
are more than apt to remember where 
they sat. And if they naturally return 
to the same section they see the sales- 
man’s name posted in case they want 
to greet him by name. During rush 
hours it is much easier to keep tabs on 
how many people a salesman is wait- 
ing on at a time and distribute the 
new customers around accordingly. 

° * * 


“Beauty step for Summer.” 
(Chisholm’s, Toledo) 


* + 


Handcuffing the Customer 


him personally to one of the sales 
people. If a sale results, the shoe 
salesman gives the introducing sales 
person proper credit on a card pro- 
vided for this purpose. When an 
employee has obtained a certain num- 
ber of points, he is paid a cash re- 
muneration for the service rendered. 

“We're very much sold on this 
idea,” says shoe buyer Ed. Seeley. 
“It means that inter-department sug- 
gestive selling really gets done. Be- 
fore this system was adopted, even 
though sales people in other depart- 
ments were conscientious and actually 
made suggestions, usually the cus- 
tomer never reached the shoe depart- 
ment. Ordinary introduction cards, 


their pockets and forget about them, 
usually leaving the store immediately 
rather than visiting the shoe depart 
ment as was suggested.” 
* * * 
Hi-Speed Service 

“Don’t let a little run spoil your 
day, your costume and your dispo- 
sition.” Just call Dreyfuss & Son, 
Dallas, Texas, and one of their “first 
aid” messengers will rush right over 
to your office with a new pair of 
stockings in your proper size and 
length. 

Here is a selling idea used by a 
Texas store to create business, service 
and goodwill in the eyes of the public. 
Any career girl would appreciate a 
service like this and remember that 


we found, had comparatively little 


Under an unusual transfer card effect. People simply put them in 


system used by Magee’s, one of Lin- 
coln, Nebraska’s, finest shoe stores, 
employees of all other departments of 
the store are given cash credits for 
suggestive sales work which results in 
the creation of additional shoe busi- 
ness. 


store when in the market for shoes. 





FIVE THINGS ADVERTISING SHOULD DO 


Move goods out of the store by telling people your store has what they 
and want. 
Create desire for the different kinds of merchandise or service you 
have to sell. 
Keep alive people’s interest in your store between buying visits. 
So impress people with the values and services you have to offer that 
they will prefer to buy all their needs in your lines from you. 
Create and increase good-will for your business. 
(N.C.R. Co.) 


As soon as a salesperson has com- 
pleted a sale of clothing, furnishings 
or any other commodity, he suggests 
shoes. If there is any shoe interest 
whatever, he conducts the customer 














Hearts and carnations set the 

theme for this Mother’s Day dis- 

play. The large heart, cut from 

wallboard, carries the message. 

Background trimmed with hearts 

or carnations. Color scheme is red 
and white. 


“VON T PURMET! MUINE 





Promote Footwear 
For MOTHER’S DAY 


MAAY 12 is Mother’s Day. 

As a good possibility for a complete Mother’s Day 
promotion, we suggest “To Our QUEEN OF HEARTS” 
as a slogan, hearts and carnations for decorations, and 
the following rhyme for sentiment: 

To the y ree enthroned within our hearts 
We pay homage due no other— 


Each gift a token of our love, 
For our Queen of Hearts is MOTHER. 


[TURN TO PAGE 66, PLEASE] 


by 
RB. E. ANDRUSS 


Caandy and Flowers Are Nice Gifts for Mother 
on Her Day, May 12, But Shoes, Too, and Slip- 
pers and Handbags Can Be Successfully Pro- 


moted as Mother’s Day Gifts by the Shoe Store 
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With a TALON FASTENER 
y 7 pretty Please! 


Se wants the Talon fastener, and 
nothing else...on. her galoshes. 


Unusual?...Exceptional?...Not a bit! 
Recently 80 leading stores ques- 
tioned tens of thousands of men and 
women about slide fasteners... They 
found... 
More than 80%* are aware of bad 
slide fasteners! 
To avoid the bad ones the vast 
majority want Talon fasteners. 
In fact, among the thousands who 
expressed a preference, the vote for 
Talon” over any other brand 
was actually more than 70 to 1! 
~*~ * + 
With customer after customer 
stating in black and white that 
they want Talon fasteners... 
isn’t it foolhardy to offer them 
an unknown slide fastener? 
Why not specify Talon slide 
fasteners on all your galosh 
orders? 
TALON, INC., MEADVILLE, PA. 


*Based on the number of 
replies to each question. 


er 





re 


Because it’s the ee TALON 70 to ] 
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HE TEST IS STULL 


jifidittittey ART 


MVamosized stretchable shoes, made possible by 
““Lastex” yarn, remain the most sensational and successful 


innovation the American shoe industry has ever known. 


M@ But in spite of modern machinery, factory efficiency 


and mechanical progress, the success of these shoes 


depends, like all other types of footwear, on the art of 


shoemaking. 
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HM As many shoe manufacturers and retailers know to 
their cost, all stretchable shoes have not proved successful. 
Only those made by the Vamos process have stood the tests 
of wear and time. The failures were due in part to poor 


materials but, in many cases, to poor shoemaking. 


@ Alfred Vamos is the inventor and patentee* of stretch- 
able leather and fabric shoes, and their success is due to 
the fact that their creator is a practical shoemaker with a 


lifetime’s experience behind him. 


@ Vamosized stretchable shoes require an entirely new 
technique in shoemaking. This is a point of vital impor- 


tance for every manufacturer and retailer to understand. 


MThe Vamos process was not drafted at a desk but 
worked out in shoe factories, after long months of experi- 


ments in cutting, sewing and lasting. 


Milf you hear complaints that stretchable shoes pinch, 


burn or bind, there is just one answer—poor shoemaking. 


i For your own protection see that Vamosized materials 


are backed up by the Vamos method of shoemaking. 
RT All genuine VAMOSIZED shoes can be easily identi- 


fied by the words “Vamos” “Lastex” printed at frequent 


intervals on the backing. 


by 


sful @ For samples, prices and all particulars of shoe mate- 


wn. rials made with “Lastex” yarn apply to 


QUM10S 


INVENTOR OF STRETCHABLE SHOES AND 
SPECIALIST IN LASTEX SHOE PRODUCTS 


47 W. 34th ST, NEW YORK, N.Y. + 410 N. 23rd ST., ST. LOUIS, MO. 


*Patents assigned to United States Rubber Company 
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QUALITY STANDARDS ESTABLISHED FOR 
SHOE FABRICS MADE WITH “LASTEX” YARN 


The U. S. Rubber Company, in consultation with Alfred Vamos, 
inventor of stretchable leather and fabric shoes, has established 
quality standards for all fabrics made with “Lastex” yarn and 
used as backing in such shoes. 

These standards are based on four years of experience 
during which time millions of stretchable shoes, made with the 
Vamos process, have passed through the final test of actual wear. 
In the experimental period many backing materials of varying 
constructions have been tried out. And from these experiments 
fabrics have been selected which leading shoe manufacturers 
have reported as entirely satisfactory. 

All fabric manufacturers licensed by the U. S. Rubber Com- 
pany to use “Lastex” yarn in the manufacture of shoe backing 
will hereafter be required under the terms of their license not to 
manufacture or offer for sale merchandise below the adopted 
standards. 

For their own protection shoe manufacturers are urged to 
specify, in ordering shoe backing, that it conform to U. S. Rubber 


Company standards. 





all types of 
Jes and prices 0” with 
~ a models tats, fbr OF bet Os lane 
shoe ™ "1 to ALFRED ’ 
“Lastex” yar™ , of stretchable leather, 406 


Marbridge Bldg. 
City. For booklets 4 
eral information on the or 
\) and advantages of “Laste # 
yarn in any type of gre 
or accessories, write to : 
address on the opposite pase 
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**LASTE X” 
NOVELTIES IN 


SHOES FOR FALL 


SLASHED LEATHER. By an ingenious method of 
slashing the surface leather, stretchable shoes 
(design patented by Alfred Vamos) are now 
made with calf, kid, patent, reptile skins or any 


YARN OFFERS FIVE 
STRETCHABLE 


other type of leather. The patterns are both 
beautiful and inexpensive. The Vamos slashed 
shoe is already a proved success with some of 
the leading shoe manufacturers of America. 





NEW STRETCHABLE GRAIN CALF AND KID. 


Elasticized grain calf and kid, hitherto con- 
sidered an impossible trick, is now available— 
thanks to the ingenuity of Alfred Vamos, in- 
ventor of stretchable leather and fabric shoes. 


NEW SURFACE FABRICS. A number of new 
and very attractive surface fabrics for stretch- 
able shoes are now available for Fall. As the 
stretch of “Lastex” yarn can be applied to any 
type of fabric, there will always be new shoe 
fabrics made with this priceless ingredient. 


TRIMMING BRAIDS. The new trimming braids, 
made with “Lastex” yarn, are inexpensive, save 
labor and offer opportunities for more effec- 
tive trimming. They are light and dainty. They 
fit into many styles of stretchable shoes. 


THE MIRACLE YARN THAT MAKES 


An elastic yarn manufactured exclusively by United States Rubber Company 
Rockefeller Center, New York City 


COMBINED BRAID AND BINDING. (Sec illus- 
tration just above.) This latest addition to the 
famous “F-A” line of shoe fabrics enormously 
simplifies the ever bothersome problem of fin- 
ishing the top line of stretchable shoes. It was 
adopted enthusiastically by leading shoe manu- 
facturers on its first offering. 


THINGS FIT 
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"AIRS 


In step with the times! 


Shoemaking utilizes a modern 
material — Celastic — for the ex- 
acting requirements of the box 
toe. Celastic is a specially woven 
fabric that has been impregnated 
with a plastic compound. In the 
making of the toe the plastic pen- 
etrates doubler and lining and 
forms toe into a single structural 
unit. This union of materials brings 
strength—lightness—and greater 


accuracy to each Matched Pcir. 


THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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DARLINGTON FABRICS CORPORATION, 180 MADISON AVENUE, NEW YORK 


t é Dy 
ne Corr 357 Fourth Avenue, New York 
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ITS IM was to bring to the shoe 


retailers and consumers of America a product built with the highest stand- 


ards of quality, style, service and value. This creed has been and shall 


always be the guiding principle of I. Miller & Sons. 


Today with distribution in over 200 of the outstanding stores of America, 
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I. Miller stands stronger than ever as the beacon light of the shoe industry. 
It is with greater faith than ever that I. Miller pledges itself to uphold the 
quality standards that are responsible for its strength today. Only such a 
policy can bring to the retail shoe merchant the strongest safeguard for the 


establishment and maintenance of quality shoe leadership in his city. 


I. Miller points with pride to outstanding examples of shoe merchants 
throughout the country whose allegiance to quality has resulted in loyal 
patronage that cannot be lost. They have learned that a profitable operation 
can be established by concentration of price lines revolving around the 


I. Miller quality shoe business. 


hy 


On May 6th, 1940, 200 dealers will convene at 
the I. Miller factory at Long Island City. Here is 
the strongest evidence of the faith and belief in 
quality by the leading shoe retailers of America. 


Say 
ge 
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Yes... competition in the shoe business is mighty 
stiff. It’s so easy for people to get around these days 
that every store in your town (or the next) might as 
well be right next door to your own. 


What have you to attract trade that they haven't? 
Good shoes? They have ‘em, too! Price? Such a 
battle is ruinous... it won't hold customers anyway. 
Service? Now we're getting somewhere! 


It’s a steady stream of satisfied, repeat customers that 
puts profit in the shoe business. A complete fitting 
service creates these profitable customers and sets you 
miles apart from competition in a trading area of 


your very own. 


Write today and learn how we can put such a service 


to work fr 
Blvd., St. 
So., Hamilton, Ont. 





ou...address Trimfoot, 4060 Forest Park 
ouis, Mo. In Canada: 49 Sanford Ave., 





TRIMFOOT FOOT RELIEF 








I Like to Sell Shoes 
[CONTINUED FROM PAGE 23] 


snoe in the higher brackets and are 
contented on selling the conservative 
browns or black. If buyers will give 
their sales force some smart styles to 
present to the trade, they will find their 
sales increasing and will start sizing 
on these shoes. 

It is necessary to keep your regular 
stock sized regularly and sell the proper 
size, instead of selling what you have 
in stock, hoping it will be satisfactory. 
It is hard to sell shoes if you do not 
have them. 


Hold White Promotion 


Los ANGELES, CALIF. — In tying in 
some of their shoe departments with 
the storewide promotion of “Sunkist 
Fashions” the Bullock Store has an 
important window devoted to all whites 
and accented whites under the window 
sign caption of “Whites with Con- 
trasts.” This is an interesting window 
of spectator sport shoes at the one 
price of $6.75. All whites, then brown 
and white, and black and whites pre- 
dominate. Smart touches of green, pink 
and brown as vamp color accents, re- 
lieve otherwise solid whites. Patterns 
showing are moccasin effects, open toes, 
wing tips and all over ventilated. 


| Paris Styles 


[CONTINUED FROM PAGE 27] 


These have high heels with regulation 
pointed toes, and simple trimming de- 
tail often in contrasting leather, such 
as brown antelope and brown kid, 
black antelope and lizard. 

Women wearing tailor-mades go in 
for shoes with low platforms, round 
toe and medium heel. Moccasins and 
clogs are among these, and oxfords 
with U-shaped opening under the lac- 
ing are very pronounced at the mo- 
ment. Low-heeled heavy sports shoes, 
with thick platforms and crepe soles, 
in box or velvet calf often two-colored, 
are affected by the younger set. 

The Duchess of Windsor, who has 
placed a large order with Netch et 
Frater, has selected pumps and step- 
ins for day wear in navy and black 
antelope and in black patent leather. 
She also ordered shoes and a bag in 
beige leather trimmed with red. Her 
evening sandals were matched to even- 
ing frocks. One pair made entirely of 
turquoise satin straps about a half 
inch wide, go with a turquoise satin 
dress from Balenciaga. For a navy 
taffeta frock from the same house san- 
dals were selected in navy crepe de 
chine. For a black frock, black satin 
sandals were ordered, frilled and piped 
with silver kid. The model was shown 
in pink and gold, with open toe which 
was not included in the copy. 

The Princess of Nepal has chosen 
from the same bottier three anielope 
models in the classic colors, black, 
brown and navy. The navy model has 
a high front trim, the black model a 
throat detail in black lizard, and the 
brown shoe copies a step-in the Duchess 
chose, one draped and laced at the side. 

Reptile leathers being something the 
government is not interested in requi- 
sitioning, are easy to obtain and are 
being much used in black and colors. 
Enzel shows a wall-sided moccasin in 
black calf, with crocodile vamp top and 
medium heel. Cedric is using red croco- 
dile. Lizard and snake are combining 
with other leathers. 

They talk here about babouche or 
knobby toes for Fall,and fur trimmed 
high boots in the event of another cold 
Winter equal to last year’s. Colors are 
expected io be conservative in view of 
the dye situation, with black, browns, 
blues and dark reds leading. 


New Family Store 


Massena, N. Y.—The Home of 
Brown-Bilt Shoes has been opened by 
Morris Levine at 62 Main Street. 
Heralded by a full-page advertisement 
as “Massena’s newest, finest and most 
complete shoe store,” the new shop 
carries shoes for the entire family, and 
is the only store in the city to 
equipped for X-ray fitting. 

Mr. Levine, whose family owns 
Levine Department Store here, 
managed a clothing store in Fort ( 
ington for the past three years. 
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for Steboonan” 


St glamour girl arrives from Hollywood attired in brown from head to 
foot ... The biggest hat success of the summer season is a brown straw. 
Fifth Avenue glows with “Tawny”, “Tiger”, and Chocolate tones in eve- 
ning frocks, lingerie, sheer afternoon frocks and accessories . . . Reports 
from every department of the ready-to-wear market, including fabric 
houses, furriers, coat, dress and accessory manufacturers, indicate that 
browns are beginning a long fashion run. McNeely, known for a gener- 
ation as specialists in brown kidskin, present three browns for fall, each 


designed to blend with a differing family of tones. 


Cordaovam Conga Brown Ja va Broun 


Ne. 352 Ne. 253 Ne. 74 


Has a winey cast, Favorite warm Dark true brown— 
blends with mauve reddish brown, when in doubt, 
browns. very important. specify Java. 


McNEELY DIVISION 
ALLIED KID COMPANY 


Huntingdon and Fairhill Streets, Philadelphia, Pa. 
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Pattern No. 65734-S 


Vichawks ADD BACKGROUND 








Pattern No. 63020-F 


10 stil smart shoes 









Pattern No. 65765-C 


right off the floor 


There’s more than style back of Mohawks—they’re 
“shoe salesmen” in your store, too! Write for the 
facts on shoe store carpeting. 

MOHAWK CARPE MILLS, AMSTERDAM, N.Y. 


- af 
: 
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How to Solve the Problem 
Of What Price Shoes 


Don’t Try to “Size Up” Customer’s Finan- 
cial Rating, Salespeople Are Advised, 
But “Feel Out’ Reaction to 
Various Price Ranges 


Rocuester, N. Y.—Instead of the lazy approach to 
selling by asking “what style have you in mind?” or 
“how much do you expect to pay?” let presentation of 
merchandise be your lead in finding out. 

Establish a friendly bond with each customer. 

Don’t try to “size up” your customer in deciding 
how much he can afford to pay, because you'll get 
fooled too often. 

Bring out your most popular shoe midway in your 
price range, casually mentioning its price as a feeler, 
and watch his reaction as a clue to whether you should 
go up or down. 

But never show your higher priced shoes until you 
have established exact size and width with cheaper 
shoes. A better shoe that fits will be so much more 
comfortable it may sell itself. 

These conclusions were reached at the second con 
ference of Rochester shoe retailers and others at Hote! 
Seneca Monday evenjng, April 8, when merchandising 
problems were studied and discussed. 

Ernest R. Park, president of the New York State Shoe 
Retailers Association, was chairman of the meeting in 
which O. K. Johnson and Ira Berman, merchandising 
authorities, continued instruction. 

People do not usually go into shoe stores expecting 
to pay the top price—at least not until they have had 
a chance to see something they really want, said M: 
Berman, nor do they always know what color they will 
buy in advance of inspection. 

Some customers have a fixed routine of buying which 
cannot be changed, he declared, but many others will 
go up $1 or $2 if they are shown what you have and 
given a chance to tell you what they want. 

He told how “sizing up” ability of a customer to pay 
failed in the case of a man who appeared to be a laborer 
when he called at a local store before Christmas and 
asked to see two toy autos. 

Reluctantly a tired clerk showed him one and he 
asked if they had another color, which they did. 

“All right; I'll take ’em both,” he said, forking ove: 
$40, and he proved to be a prosperous contractor in- 
stead of a laborer. 

Mr. Park was asked about his approach to a customer 
as to price and styles, to which he answered: 

“I always try to find out just what the customer nee |s 
—and recommend what is best for him. If I have so!d 
him the idea, then there is a probability of his going p 
and paying the price. If he cannot, he will remember 
me later when he is able to pay.” 

[TURN TO PAGE 54, PLEAS! ] 
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Unite to Protest Cost 
Sales to Employees 


RocHEsTER, N. Y.—Shoe retailers are 
determined that, so far as shoes are 
concerned, the meaning must be taken 
out of that lilting theme song, “I can 
get it for you wholesale.” 

Word has just been received by 
Ernest R. Park, president of the New 
York State Shoe Retailers’ Associa- 
tion, from L. E. Langston, executive 
vice-president of the National Shoe Re- 
tailers’ Association, that his organiza- 
tion has joined with the American Re- 
tail Federation in a united effort to 
combat a practice in industries of sell- 
ing at cost products other than are 
produced by them. 

When directors of the New York 
State Shoe Retailers’ Association met 
at Syracuse in February, Michael San- 
tercole of Buffalo called attention to 
the fact some industries in that city 
were selling shoes at cost to employees 
“for all of the family.” 

Inquiry among other directors showed 
that merchandise of all kinds was be- 
ing sold at cost in industries—a prac- 
tice which, if permitted to grow, would 
be destructive to retailers generally. 

It was decided to do something about 
it. : 

First, Mr. Park wrote to Wisconsin 
for a copy of its law which prohibits 
industries from selling at retail mer- 
chandise that is not made in them— 
and provides penalties for violations. It 
has been received. 

While a similar law for every state 
—or a Federal law covering the same 
field for the whole country—is desir- 
able, and may be necessary, a shorter 
route to results is seen. It appeared 
after the National Shoe Retailers’ As- 
sociation was brought into the picture, 
and it enlisted the active support of 
the American Retail Federation in 
which are 200,000 retail stores. 

It is believed industries generally will 
accede to a request from their 200,000 
best customers to discontinue a prac- 
tice harmful to them. 


Seeks Court Sanction for 
Czech Instructors 


BELCAMP, Mp.—The Bata Shoe Com- 
pany, through its counsel, Walter G. 
Moyle, is asking a Federal Court to 
restrain the Labor Department from 
withdrawing permission for forty-five 
mstructors at the Belcamp, Md., plant 
to continue their jobs. Mr. Moyle said 
that he had told immigration officials 
that the Bata Company was relying on 
the original permit to bring 100 Czechs 
to this country for a period of one 
year, to establish and operate the Bata 
plant. 

Bata is seeking to obtain a perma- 
nent injunction in the United States 
District Court against the Labor De- 
partment’s decision that the forty-five 
Czech instructors cannot continue in 
their jobs. John Laskey, Assistant 
United States Attorney, asked dismis- 
sal of a temporary injunction against 








™ 








immigraiion authorities obtained re- 
cently by the Bata firm. He has con- 
tended that court interference at this 
point in an administrative proceeding 
was outside its jurisdiction and would 
usurp the functions of the Labor and 
Immigration Service. He further stated 
that investigation at Belcamp has 
shown that few processes are used that 
are not known to American workers. 
Laskey argued that the aliens were 
not doing the work specified in the 
agreement made between the Labor 
Department and Bata. 

Spokesmen for the CIO shoe workers 
union and representatives in Congress 
from various shoe-manufacturing dis- 
tricts have opposed the permit assert- 
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It's hard to resist these 
lovely white shoes that 
Pe Have what it takes, 
@F to make ae 


eis 


out of Shoppers”. 


Be prepared to sell Miss “Con- 


sumer \* her needs for every 


> activity. Shiela ane 


$4.00 and $5.00 Retailers 


4. requirements of 


styles today. Write 


for catalog showing many more 


> < /“IN-STOCK” numbers. 


‘Every MODERN MISS sole is Two Way, 


Machine” rolled, for flexibility. 


HUTH & JAMES SHOE CO., Milwaukee 


Step out with * 


ing that there were about 33,000 shoe 
workers in the United States totally 
or partially unemployed. 

Mr. Moyle said: “The only com- 
plaint that they have is that the in- 
structors are not teaching all of the 
time.” He explained that during the 
establishment of the various depart- 
ments at the Belcamp plant instructors 
had sometimes “taken a hand.” He 
further stated that Bata intends to use 
all American labor and recalled that 
the permits for the entry of the Czechs 
were for one year only. He said that 
the revocation of the permit had al- 
ready caused irreparable injury and 
estimated that shoe production had 
been cut to 11,040 pairs per week. 
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SHOE MANUFACTURERS DREAM 


ae 


His retailers have an 
ADDED SALES POINT 
for his shoes... 


/ ie | 


His shoes had always been good shoes . . . a high quality 
* line. But his retailers could only talk the time-worn points 
of styling, serviceability quality materials. There wasn’t a 
thing that they could say about his shoes that they couldn’t say 
about any of his competitors’ shoes. 
Then he began using England Walton “Fibre-Sorted” soles. 
Retailers caught on to the value of a fresh sales-point — and it 
helped them. Customers found they were getting shoes that 
would give more even service and arch support. 


3 “They know that when the texture varies even slightly 
® between two soles, they cannot give even flexibility, even 
arch support, even strength—one of them will certainly break 
down long before the other. 


England Walton Division A. C. Lawrence Leather Co. 
Boston, Camden, Peabody, New York, St. Louis, Columbus, 
Chi . Milwaukee, Los Angeles, Ashland, Ky., 
ewport, Tenn., Hazelwood, N. C. 
CUT SOLES and SOLE LEATHER - PURE OAK BARK TANNED 


4 
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eS, ? “When those specially 
4 " trained England Walton 
. sorters look at the edge of a 
’ sole, it’s as if they have magni- 
fying eyes. Due to years of ex- 

perience, they can tell by one 

uick glance just what part of 

the hide a sole was cut from. 

The fibre structuretells the story. 


4 “Photo-elastic pictures, taken with polarized light, show 
® how the strain-lines of flexing differ in model soles that 
do not match by fibre. Even nearly-alike soles show this much 
difference in stress. Which proves, scientifically, why soles of 
unlike fibre structure are bound to give unlike service. 


5 “England Walton delivers me accurately fibre-sorted soles, 
* twin-like in fibre-structure — soles that help sell my shoes 
and make them stay sold.” 
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SHOE TRADE 


National News 





Hails Minimum Wage as Trade Evil Remedy 





Administrator Fleming Tells New England Shoe and Leather 
Men It Will Tend in the Long Run, to Build 
a Better Market for Shoes 


Boston, Mass.—“April 29 is a date 
which I suspect the boot and shoe in- 
dustry will wish to mark as a red let- 
ter day. On that date the Wage Order 
establishing 35 cents as the minimum 
wage in the shoe manufacturing and 
allied industries becomes effective. 
April 29, I feel confident, is going to 
mark the beginning of the end of a 
great many evils which for years have 
beset this industry.” 

This was the text on which Colonel 
Philip B. Fleming, Administrator of 
the Wage and Hour Division, United 
States Department of Labor, based a 
thirty-minute talk before nearly 400 
members of the shoe and leather indus- 
tries on the evening of April 17. He 
was the chief speaker before the annual 
Trade Night meeting sponsored jointly 
by the New England Shoe and Leather 
Association and the Boston Boot and 
Shoe Club, at the Copley Plaza Hotel. 
For the benefit of industry at large his 
speech was broadcast throughout New 
England over Station WAAB. 

Emphasizing that the evils to which 
he referred cannot be eliminated over 
night by the enforcement of this mini- 
mum wage provision, Colonel Fleming 
asserted, however, that it will remove 
one basic cause “by making it impos- 
sible for any shoe manufacturer any- 
where in the United States to slice his 
profits from his workers’ bread.” The 
honest shoe manufacturer, he had pre- 
Viously pointed out, “has often found 
himself the helpless victim of certain 
great retail distributors whose demand 
for cheaper and ever cheaper products 
has debased living standards for em- 
ployers and employees alike, and spread 


the contagion of low wages throughout 
the industry.” 

Combatting the argument that wage 
increases would result in price increases 
at retail and tend to discourage buy- 
ing, the speaker asserted that the Eco- 
nomics Section of the Wage and Hour 
Division had calculated that “as applied 
to the different retail price categories, 
the increased selling price would in no 
case be more than a cent and a half, 
and for the cheaper lines about a quar- 
ter of a cent.” 

“T seriously doubt,” he said, “if such 
modest increases would discourage buy- 
ing. Actually, because of the custom 
of maintaining rigidly fixed retail price 
classifications, probably none of the in- 
crease could be passed on to the con- 
sumer. I know that the maintenance 
of rigid retail price classifications is 
a source of irritation to manufacturers, 
but that is something which I am afraid 
the Wage and Hour Division will not be 
able to help.” 

In terms of payrolls, Colonel Flem- 
ing said he believed the 35-cent an hour 
minimum would increase the wage bill 
3.25 per cent in New England; 2.45 
per cent in the Middle Atlantic states; 
3.09 per cent in the Western states; and 
4.98 per cent in the Southern states. 
Labor costs in the shoe factory, he said, 
represent between 25 and 33 per cent 
of the manufacturer’s selling price. 

In conclusion, Colonel Fleming 
pointed out that in 1937 total products 
of the boot and shoe industry “amount- 
ed to around $6 per capita,” while the 
total production in pairs was about 
three per person. “Anyway you want 
to apportion the allotment ($6 per 

[TURN TO PAGE 61, PLEASE] 


Dickman Re-elected 
Michigan Travelers Head 


Detroit, MicH.—The annual election 
of officers of the Michigan Shoe Trav- 
elers was held recently at the Hotel 
Statler, Detroit, when the enthusiasm 
of the members of this group was 
demonstrated in the largest attendance 
ever had for an election of officers. 
Bruce Dickman, of the Craddock Terry 
Shoe Co., was reelected president, and 
Moe Cantor, of Simplex Shoe Co., was 
reelected secretary. Other officers 
elected were Herman Schwartz, Peters 
Shoe Co., vice-president, and E. W. 
Jensen, Nu-Way Shoe Co., treasurer. 

Board of directors is as follows: For 
three-year term—Frank Huetter, Her- 
man Meyers and Pe.e Howard. For 
two-year term—S. Kane, I. Warshaw- 
sky and Al Cattell. For one-year term 
—S. Weiss, C. E. Armbruster and D. 
B. Brown. At the meeting of the board 
of directors, which followed, D. B. 
Brown was elected chairman of the 
board. 

Plans are being made for an elabo- 
rate display of Summer footwear at 
the May Monthly Showing, and a very 
large turnout is expecied as indicated 
by reservations now in for all lines 
displayed at previous showings this 
year and several newcomers as well. 


Scheff Joins 
Curtis-Stephens-Embry 


ROcHESTER, N. Y.—George D. Scheff, 
traveling salesman for George W. Ches- 
brough of this city, manufacturer of 
infants’ shoes, covering New York and 
Pennsylvania, has left that position to 
take a similar place with the Curtis- 
Stephens-Embry Co., Reading, Pa. 

Mr. Scheff will travel over the same 
states selling the Reading firm’s line 
of misses’, girls’, children’s and in- 
fants’ shoes. 
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THE WORLD IS YOUR MARKET 





WHEN YOU BUY UNBRANDED SHOES — | 


You can select the best and sell them to your cus- 
tomers with the certainty that they will satisfy. 
This is true because Ephrata’s UNBRANDED 
welts and prewelts MUST BE made of the best 
materials, on the most correct lasts and with 
superior workmanship, or YOU will not buy 
them. 

But, Ephrata’s shoes have these qualifications, 
because they are sold to representative mer- 
chants the country over, and the number is 
steadily increasing. 

Send for our catalogue of IN-STOCK shoes and 
see for yourself. 








Ne. 1482C—White Elk-Brown Crushed 

Grain Apron, Leather Sole. 

Ne. 1482M—White Elk-Light Tan Elk 

Apron, Except—Red Vulcork Sole. 
Size Width 


Child’s 8%/12 AtoD Spring Heel 
Misses 12%/3 AtoD Rubber Heel 


Genuine “VULCORK” used 








in rubber bottom construction. 


EPHRATA SHOE CO., l.. 


EPHRATA PENNSYLVANIA 
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How to Solve the Problem 
Of What Price Shoes 


[CONTINUED FROM PAGE 50] 


Leonard Weidenmiller, head of the shoe department 
of the National Clothing store, where there is a wide 
range of prices, declared that because a customer ap- 
pears at your store wearing a $3 shoe, it does not mean 
he wants that same price again. 

Accordingly, they show shoes in the middle of the 
price range, then learn from the customer’s reactions 
which way they are going in prices. 

“But first you must know your merchandise—just 
what you have,” said Mr. Weidenmiller. 

The formula for big sales by a woman who had a 
Dr. Locke store in another city was recounted: “I smile 
at them when they come in, I smile at them when I am 
waiting on them, and I smile at them when they go out.” 

Although thumbs were turned down on asking ques- 
tions about price and style as a customer enters the 
store, it was agreed that it is all right to make inquiries 
if the answer must always be “yes,” as for instance: 
“You want a comfortable shoe, don’t you?” 

The epitome of saying the wrong thing was illus- 
trated by a clerk who was reported to have said to a 
woman customer, after she had tried on shoes for an 
hour: : 

“Say, lady, do you really want to buy a pair of 


shoes or are you just taking up my time?” 

Attention was called by Lynn Franklin of Sibley’s 
to the fact that price is not the main consideration with 
a large number of persons. 

“We talk price too much,” he said. “First get your 
customer interested in the shoe.” 

The value of confidence on the part of the salesman 
was emphasized. 

“The customer shows confidence in you when she 
enters your store,” said Mr. Weidenmiller. “The man- 
ner in which the customer is handled will determine 
whether or not that confidence will continue.” 

Taking up the problem of markdowns, which was 
on the regular program, Mr. Johnson said that 25 per 
cent of all shoes placed in shoe stores for sale have to 
be marked down before they are finally sold. 

“The retailer who fails to keep a complete record of 
markdowns, as he does of other expenses, is going to 
be surprised at the end of the year because he has no 
more money in the bank,” he said. 

While it is common to blame the buyer for every- 
thing, he declared, buyers’ errors are to blame for only 
10 per cent of markdowns, while broken assortments 
account for a third of them. 

He said that in some stores clerks are not sufficiently 
supervised, with a result that customers do not s:e 
much of the new merchandise, which is left on the 
shelves until styles change and some of it has to go in 
with the markdowns. 
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Style Plus Service 
Brought Success 


[CONTINUED FROM PAGE 34] 


trade in general, the best sellers this 
season have been walled lasts and alli- 
gator leathers. 

Two years ago Mr. Baren faced a 
definite problem, the necessity for 
building up a department. Today as he 
looks forward to the projected expan- 
sion and addition of new fixtures of the 
shoe division, he must find it gratifying 
to reflect on the growth in business 
which has justified the appropriation 
for modernization. If you were to ask 
him for an explanation of his success 
here, he would be loath to point out 
any one or any few of the principles 
and practices underlying the increase 
in trade. For, according to his view, 
it is neither accurate nor well balanced 
to evaluate merchandising in such spe- 
cific ways. Rather he would say that 
success in the department has come 
from a combination of factors—and 
more particularly from “our combined 
efforts to put it over.” 

Certainly it can be said, however, 
that Mr. Baren does not underestimate 
the importance of having the stock cor- 
rectly styled as well as rightly priced, 
for he believes that during the last ten 
years, the shoe business has become 
one of the fastest-moving, barring mil- 
linery. In line with this appreciation 
of tempo and style, we find that shoe 
windows are changed every week. 
Large posters in color reproducing ad- 
vertisements in national publications 
also give verve to the department. 

Service to customers is a cardinal 
principle in the eyes of this manager- 
buyer and his assistant, Harry Backer. 
Every effort is made to attend to the 
individual by giving attention to her 
interests and the correctness of fittings. 
Friends have been made also through 
fair and courteous adjustments on 
merchandise. The fact that large sizes 
—up to ten—are carried for the ac- 
commodation of women who wear out- 
numbers, doubtless contributes to the 
success of this shoe department. 

Inasmuch as circularization is used 
extensively, the names of customers 
are added to a growing mailing list. 
Some of the letters call attention to 
special features in the department, but 
frequently the circulars consist of an 
illustrated folder. 

Earlier it was remarked that slip- 
pers received special attention here. 
Beginning with the holiday season, that 
is, from Nov. 15 to Christmas, one-half 
of the department is converted into a 
gigantic slipper booth. This promo- 
tional idea has proved very successful 
in increasing the sales of the depart- 
ment during the holiday season. 


Shoe Man Heads Rotary Club . 


Hotyoxke, Mass. — Benjamin W. 
8, president of Childs’ Shoe Store 

in this city and Springfield, has been 
president of the Holyoke Rotary 


STOCK NO. 6519 
STOCK NO. 6520 
| GENUINE WHITE BUCK 
24 IRON RED SOLES 
0-SO-EZ-E INNERSOLES 
$4.15 
2% thirty days 


Fifty years of New 





E-E-TAYLOR CORP: 


PROOF 
THAT CUSTOM 
CHARACTER 
NEED NOT BE 
EXPENSIVE 


These patterns are typical of the smart, “money's 
worth” appearance of all Taylor-Made shoes. They 
have been selected by retailers all over the country as 
best sellers for the next two months. No. 6519 is one of 
the Tayor-Made shoes advertised in LIFE magazine. 


England Craftsmanship 


BOSTON, MASS: 





Club. Mr. Childs had been acting pres- 
ident for the past several months fol- 
lowing the resignation of John R. Lyns- 
key. 


Reitman Back with 
Mandel Bros. 


Cuicaco, Itt.—Leo Reitman has re- 
turned to his former post as buyer of 
women’s shoes, slippers, and sandals 
for the basement section of Mandel 
Bros. During the past year he has 
been women’s shoe buyer for the Hirsch 
Mercantile Co. in Los Angeles, having 
resigned from that position. He re- 
places Ben Samuelson who has re- 


signed. On returning to Chicago he re- 
ports his family larger than when he 
left, since a baby daughter, Barbara, 
was born March 4. This is his third 
child. Mr. Reitman also reports that 
his welcome sign “Salesmen Always 
Welcome” will again be hung in its 
customary spot in his office. 


C. H. Boss with 
Groves Shoe Co. 


Cuicaco, Itt.—C. H. Boss, formerly 
division credit manager of the Brown 
Shoe Company, St. Louis, is now credit 
manager of the Groves Shoe Company. 
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COLLEGE 


ss & @ BM. 


TOM 


Official P.H.D. Nurses’ Oxfords can spell Prestige and 


Profit for you. 





oR 5 


Long inside counter, seven eyelets, one piece vamp and 
tongue, R & L short-back quarters. 


Features for fit—Features that sell. 
Day After Day — THEY REPEAT — Month After Month 


Six 
Styles in Stock 


Send for catalog 
PRESTIGE 


SHOE MFG. CO. 
Milwaukee, Wis. 
Marbridge Bidg., New York 


AND PROFIT” 





Mexican Huarache Has Interesting History 


Thirteen years ago Mexican sandals 
or Huaraches were unknown in the 
United States. In Mexico itself they 
were known only to the poor, the 
Indian, the peon and the peasant who 
bought them from little cobbler shops 
and sidewalk vendors when, if and as 
they were lucky enough to accumulate 
the necessary pesos. The well-to-do in 


Sales were small, but for the next few 
years popularity gradually gained, jirst 
in Santa Fe and vicinity, then through 
the country by travelers who took them 
home with them. 

Huaraches were introduced at the 
smart resorts during the season of 1934- 
1935, being shown on Lincoln Road at 
Miami Beach by The Mexican Mart, 


Handmade by Mexican craftsmen who have passed the art down from generation 
to generation, the Huaraches of today still retain their original unique features. 


Mexico scorned the Huarache. It re- 
mained for a foreigner to discover for 
them the comfort and serviceability of 
their own sandal. 

In 1927 Mexican Huaraches were 
first imported commercially into the 
United States by The Old Mexico Shop 
at Santa Fe, New Mexico. A few dozen 
pairs were bought and sold at retail in 
their shop in Santa Fe. The first 
to buy were the artists, writers, and 
world travelers who visit Santa Fe. 


an affiliate of The Old Mexico Shop. 

The word Huarache is not Spanish, 
but Indian dialect. Because the wealthy 
in Mexico had never used them and be- 
cause the trade in them had been con- 
fined always in Mexico to very narrow 
channels, from sidewalk maker and 
vendor, direct to his Indian customer, 
the name hardly appeared in commerce 
or print. On those few occasions when 
the name had been written out it had 
been spelled variously with a W, a G 


and an H with innumerable variations 

By 1937 the Huarache was thriving, 
demand in the United States had grown 
to sizable proportions. In 1938 anid 
1939 these sandals became a real factor 
in the shoe world, so much as to in- 
fluence styles and designs of domestic 
manufacturers. Hundreds of thousands 
of pairs were imported and as many 
more were manufactured in the United 
States as imitations of the Mexican 
Huarache. They even appeared from 
Europe, coming from Czecho-Slovakia 
under various names, one of them “Ha- 
ra-cha.” 

There are a great many kinds of 
Mexican Huaraches; nearly every dis- 
trict makes its own particular style. 
Among the most practicable and popu- 
lar is the Steerhide Huarache made 
in Southern Mexico at Oaxaca by the 
Zapotec Indians. Aside from being 
strongly made of durable steerhide 
leather, this Huarache has one unique 
feature. No two pairs are ever woven 
with the same pattern. The designs are 
endless and the Indian weavers or 
Huaracheros, never seem to run out of 
ideas because they never repeat a de- 
sign. Actually, therefore, each pair of 
Steerhide Huaraches is an original 
model. 


George A. Dempsey Married 


Boston, Mass.—George A. Dempsey, 


treasurer of the Farmington Shoe 
Manufacturing Company of Dover, 
N. H., and president of the New Eng- 
land Shoe and Leather Association, was 
united in marriage to Evelyn K. 
Karragan of Brookline, Mass., in the 
chapel of Saint Aidan’s Church in 
Brookline on May 10. The ceremony, 
performed by the Right Rev. Mer. 
Craig, was followed by a _ wedding 
breakfast in Longwood Towers, after 
which Mr. and Mrs. Dempsey left for 
# honeymoon in the South. On their 
return they will make their home in 
Newton Highlands, Mass. 

Mrs. Dempsey is a graduate of Bos- 
ton University and Mr. Dempsey gradu- 
ated from the Massachusetts Institute 
of Technology, and has been actively 
engaged in the shoe business for several 
years. 
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SCANJUNS 


Hille. Sales 


Give Spring Sales an added boost by 
stocking the Scanjun now! Available in 
models for both men and women. This 
style-note from Bass will be announced to 
your feminine customers in the May issue 
of Mademoiselle. True Moccasin construction 

. slips on easily . . . can be worn 
anytime, anywhere. 


FOR WOMEN — three styles with leather soles, 
one with crepe soles. 
FOR MEN — tan 
leather soles. 

Order today and ask for ox 
FREE catalog. G. H. Bass & 
Co., Dept. Be-4I, Wilton, Me. 


BASS SCANJUNS 


Men and Women 


uppers, 


For 

















Announce Plans for 
Tanners’ Get-Together 


New YorkK—Announcement has been 
made of the annual Spring Meeting 
and Get-Together of the Tanners’ Coun- 
cil of America, to be held at the Green- 
brier, White Sulphur Springs, West 
Virginia, May 9 and 10. This Spring 
meeting is an opportunity for a com- 
bination of business and recreation. 

An important and timely program 
has been arranged for the mornings, 
leaving the afternoons free for recrea- 
tion. Harold Connett, chairman of the 
board, will welcome members and be- 
gin the Thursday morning meeting with 
a talk on Today’s Problems. An im- 
portant commentator, whose name will 
be announced later, will address mem- 
bers on War and Economic Conditions 
in the United States. Protection of 
Capital in Wartime and Lost Leather 
Markets will also be considered at this 
morning session. 

A reception will be held for all mem- 
bers, their friends and visitors by the 
chairman of the board, on Thursday 
night. 

Merrill A. Watson will speak at a 

morning session on Friday, May 
10, to be followed by group meetings. 
Mr. Watson’s topic will be Bettering 
Tanners’ Trade Condition. Presenta- 
tion of golf prizes will be held at the 
ouse on Friday afternoon. 


Named J. Edwards Ad Manager 


PHILADELPHIA, Pa. — Announcement 
has been made by J. Edwards & Co., 
of this city, manufacturers of misses’ 
and children’s shoes, that Miss Deborah 
Adams has recently been appointed ad- 
vertising manager for the firm, suc- 
ceeding Mr. Jack Thompson resigned. 


MISS DEBORAH ADAMS 


Miss Adams brings to her new post a 
varied experience in both advertising 
and merchandising gathered through 
connections with the Curtis Publishing 
Company, the Celtotex Co. and the 
Philadelphia Inquirer promotion divi- 
sion. In addition to these activities 
Miss Adams has done considerable radio 
work in cooperation with an advertis- 
ing agency, both in script writing and 
before the microphone. With this back- 
ground, and the feminine viewpoint, 
since children’s shoe merchandising 
makes its greatest appeal to mothers, 
the Edwards Company anticipates a 
close and sympathetic cooperation with 
the retail shoe market that it serves. 


210 Associates Hold 
First Banquet 


Boston, Mass. — The first banquet 
and entertainment of The 210 Associ- 
ates, Inc., was held recently in the Pine 
Room of the Hotel Lenox with almost 
the entire membership present. It was 
announced that the charter membership 
list had been closed with two hundred 
and ten enrolled members. Alfred Scha- 
chat, chairman of the Entertainment 
Committee, presided. 

Among the guests at the head table 
were Maxwell Field, secretary of the 
New England Shoe and Leather As- 
sociation; Frank Masterson, president 
of the Boston Boot and Shoe Club; 
Louis Salvage, A. Shapiro, A. S. Burg, 
Philip Green, A. A. Bloom, President 
Abe W. Berkowitz, Vice-presidents 


| SANDALS 
Frolic 


IN STOCK 


Crinkle 





B2020 White Kid Pleated 
B5008 White Linen Pleated 
B7892 White Satin Pleated 
B2016 Patent Leather Pleated 
21/8 Louis Heel 
8S and M Widths 
B2023 White Kid Pleated 
B5009 White Linen Pleated 
B7893 White Satin Pleated 
16/8 Cuban Heel 
S and M Widths 
B2021 White Kid Pleated 
| B7895 White Satin Pleated 
| 12/8 Flat Heel 
S and M Widths 


WRITE TODAY FOR OUR CATALOG. 


ANNAHSON 


HAVERHILL, MASS. 





Daniel Myerberg, T. Kenyon Holly and 
Raymond T. Brady. 

“Swede” Nelson, former Harvard 
coach and nationally known athlete, re- 
lated some of his experiences. One of 
the most interesting events of the eve- 
ning was the presentation by A. A. 
Bloom, in behalf of the associates, to 
A. Shapiro of an honorary life mem- 
bership plaque. 

Announcement of plans for a banquet 
and entertainment to be held June 10 
in the Imperial Ballroom of the Hotel 
Statler was enthusiastically received. A 
souvenir program book for the occasion 
is expected to realize $25,000 for the 
relief fund. 


Park to Speak at Capitol 
District Retailers’ Meeting 
RocHester, N. Y.—Ernest N. Park 


of Syracuse, chairman of the conven- 
tion committee of the New York State 
Shoe Retailers’ Association, to hold 
their annual gathering at Hotel Syra- 
cuse June 16 and 17, has accepted an 
invitation from Capitol District Shoe 
Retailers’ Association to speak at a 
meeting to be held at the Van Curler 
Hotel, Schenectady, Tuesday evening, 
May 14. 

Mr. Park will tell of the progress of 
convention plans. The largest exhibit 
of shoes in the history of the organ- 
ization is expected. 
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STOCK TURNOVER— 
Pivot of Profitable Merchandising 


by ROGER A. FRIEDMAN 


As former buyer-merchandiser of the Del-Ka Shoe Manufacturing and Retailing 

Corporation of Vienna, Mr. Friedman helped to plan the operations of one of 

the largest shoe distributing concerns in Central Europe, which, with its 

associated companies, covered Austria, Germany, Hungary, Poland and Yugo- 

slavia. He recently arrived here from Great Britain, where he had been 
working with the Scottish Shoe Co., Ltd., Glasgow. 


**NINETY-NINE times out of a hundred the shoe 
store’s most difficult problem is too much old stock.” 
Finding that sentence, which sounded quite familiar to 
me, in a recent issue of Boot anp SHoe Recorper, I 
recalled how closely it touched upon a problem we had 
been grappling with in the biggest shoe retailing con- 
cern in Central Europe until we eventually solved it. 
“Turn your stock at least 244 or 2% times,” the author 
of the mentioned article went on. That is about the 
lowest ratio we ever reached. How we got over these 
difficulties, and gradually screwed up our turnover ratio 
to 3, 3.6, 4 and higher I shall try to describe. 

The hackneyed slogan “less lines” was generally rec- 
ognized as a sound principle, but when we, at one of 
our regular store managers’ meetings, asked for sug- 
gestions as to how to reduce our lines, as a rule twenty 
new lines were demanded for ten abandoned. The 
buyers could not withstand the allure of attractive new 
patterns they saw in collections, and the store managers 
pointed to ravishing styles displayed in our competitors’ 
windows and clamored for new lines. Although the 
situation became more and more aggravated, it was 
only the chief accountant who worried and complained 
about the increasing old stock, the broken lines and 
many odds and ends that necessitated costly mark- 
downs. His voice was stifled until one day the bank 
with which we were straining our credit put a definite 
stop to these tendencies by preemptorily requiring us to 
lower our stocks. “Less lines” had proved too weak a 
remedy to cure the organization of its festering sore; 
the system needed a radical operation. 

A planning department was created. It made a 
thorough analysis, budgeted sales, purchases, stocks for 
every kind of shoes, each price line and store. A turn- 
over ratio of three as a basis was agreed upon and no 
trespassing on the side of the buyers permitted. The 
lower price lines, of course, had to turn more often 
than the higher ones, the season shoes more often than 
the staple merchandise. If the stock in hand and the 
current orders together exceeded the amount allowed 
(the budgeted sales of the following 2, 3, 4 or 5 
months) the figures on the index card turned red, thus 
preventing the buyer from issuing further orders. 


In the beginning certain allowances had to be made 
in exceptional cases to tide-over the worst sins of the 
past. If the buyer had to fill-in broken lines or felt an 
irresistible temptation to give an order in an over- 
burdened price line he “borrowed” an amount from a 
neighboring line with some space left. Sometimes the 
customers fell in and justified the buyer by increasing 
(additional) sales in that price line. If not the buyer 
avoided doing it another time. 

The store managers cried for new shoes they could 
not obtain, and many a buyer’s heart broke when he 
had to abstain from ordering a pattern he was crazy 
about. It was a low diet but a sound one. There was 
lots of hard struggling to get through the first few 
months. The buyers had to confine themselves to re- 
plenishing broken lines if indispensable, and to order- 
ing only essential new shoes, avoiding any overlapping. 
Our windows were no longer overcrowded. A smaller 
number of carefully selected patterns were chosen and 
exhibited. 


@UR sales staff had to be trained in courses to get 
acquainted with our new policy. They had to be capable 
of answering all possible questions on the side of cus- 
tomers, what we kept some lines for and why we did 
not keep other ones. We wanted to have no mere auto- 
matons who merely brought out shoes the customer 
demanded, but experts able and ready to advise a client 
as to the best shoe for him, according to the purpose 
for which it was needed. 

There was a detailed plan for disposing of our shoes 
older than six months without brisk markdowns. Each 
box was marked with labels in different coiors accord. 
ing to the age group to draw the attention of the sales 
men to them. The sales staff had to keep in mind ever\ 
pair of dead stock so as to recall it when serving : 
customer for whom they were suited. To spur the sale- 
staff to maximum effort they were awarded premium- 
for certain amounts of dead stock sold, distribute:! 
between the store manager and the shop assistant. 

In a few months our stocks cleared, the red figures i» 
the card indexes disappeared and, aiming at an increa-- 

[TURN TO PAGE 66, PLEASE 
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HUARACHES 


THE WORLD'S MOST COMFORTABLE SANDALS 
MADE IN MEXICO 
% STOCKED IN NEW YORK »% 
* WORN EVERYWHERE - 


No. 700 NATURAL OR 
WHITE—FOR MEN OR 
WOMEN. 


$15.00 DOZ. SIZE 3-6 

$16.20 DOZ. SIZE 7-12 
NET 10 DAYS R.O.M. 
(CASE LOTS ONLY) 


No. 770 NATURAL 
OR WHITE STEERHIDE 
FOR WOMEN. 


$15.00 DOZ. SIZES 
AND HALF SIZES 3-9 


NET 10 DAYS R.0.M. 
(CASE LOTS ONLY) 


SEND FOR COMPLETE 
HUARACHE LEAFLET 


IMPORTS 


NEW YORK 


MEXICAN 


129 FIFTH AVE. 











*-PANDER 
SAVES YOU 


$ Saleo 


MAKES CUSTOMERS 
AND GETS THE 


VTieneg 


It's the whole works—SHU X-PANDER, 
a scientific shoe stretcher—nine ways to 
stretch and solve every shoe difficulty—at 
the point of sale. 

Priced reasonably—men's and women’s, 
left and right—with complete kit of attach- 
ments. 

One pair of SHU X-PANDERS will cover 
the entire size range of either men's or 
women's shoes. (One pair for each.) 


When in New York visit us 
for convincing demonstration. 


= CHARLES HENRY BROWN & SON, we. 


47 WEST 34TH STREET NEW YORK CITY 





United Shoe Machinery Corporation’s Exhibit at the cele- 
bration of the 150th anniversary of the Patent System in 
Washington, D. C. 

The 150th anniversary was celebrated by an invitation 
Exposition which was installed in the auditorium of the 
Department of Commerce Building. 

The exhibits were of a most interesting character, the 


shoe interest being represented in the exhibit installed by 
the U.S.M.C. Over 1200 scientists and inventors gathered 
for the commemorative dinner at the Mayflower Hotel, 
numbering among the guests the foremost men associated 
with invention and administration in the country. It was 
estimated that over 30,000 people visited the exposition 
during the week. 





Custom Built Shoes 


“WONDER WHO'LL MAKE 


A ONE PAIR 


SPECIAL ORDER FOR 
MY BEST CUSTOMER?” 


eee WE WILL. fe giving you o Quality 


your particular customer will quickly appreciate. 
To Profitably Retail at 
512°* te 40° — or let us quote you 
COLE, ROOD AND HAAN WILL MAKE IT FOR YOU 


Pr ‘ y "d-made 





to this od to tell you 

THAT YOU CAN ADD 1%” TO YOUR 
CUSTOMER'S STATURE WITH 
HITEMORE SHOES - 


the most tathed of shoes of the 


CHICAGO SHOE FAIR - IN - STOCK 
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Buffalo Retailers Fight 
Door-to-Door Selling 


BurraLo, N. Y.—Carl Hoffman, at- 
torney for the Greater Buffalo Shoe 
Retailers Association and Affiliated 
Shoe Tzades, took to the air, April 
15, in the campaign of the association 
against inroads made by migratory 
and itinerant shoe salesmen in the lo- 
cal retail shoe field. Mr. Hoffman de- 
scribed the steps taken by the associa- 
tion to curb the evil and brought out 
the important services the legitimate 
shoe retailer gives to his customers in 
expert fitting. 


E. S. Goodman Joins 
Best Shoe Co. 


Cuicaco, ILtL»—E. S. Goodman, mem- 
ber of the Chicago Shoe Travelers, is 
now covering the state of Illinois for 
the Best Shoe Company, of Boston. He 
was formerly with Brilliant Brothers, 
also of Boston. 


Shoe Team Wins First Place 
In Bowling League 


MILWAUKEE, Wis.—The bowling team 
which is sponsored by and consists of 
employees of the Herbst Shoe Manu- 
facturing Co., Milwaukee, has just com- 
pleted a most successful season in the 
local Shoe Manufacturers League. 

The Herbst team finished first of the 
eight teams entered in the league, win- 
ning 58 and losing 26 games in the 84 
game schedule. The final team aver- 
age was 914, which it not bad bowling 
in any social league. 


FIRST STEPS 
ARE IMPORTANT... 
TO MOTHERS 


Because correct in- 
fant foot develop- 
ment depends upon 
correctly designed 
and fitted Saby 
shoes. 


TO RETAILERS... 


Because the first 
step toward your 
share of this new 
market is to stock 
this specialized line 
mothers are so fa- 
miliar with. 


MRS. DAY'S 








A banquet was recently held at which 
time the team was féted, and the first 
place trophy was awarded. 
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Carton Labels 


LA BELS 


TOLMAN- DAVIDSON 


SING PRESS 








Co-operative Observance 
Of Foot Health Week 


KENOSHA, Wis. — Eight local shoe 
dealers co-operated in observing Na- 
tional Foot Health Week by utilizing 
full page co-operative newspaper ad- 
vertising. Participating firms included 
the Clough Shoe Store, Cohn’s, 
Sterns Shoes, Montgomery Ward, Phil 
Bleicher’s Shoe store, Barden’s, Korf’s 
Sixth Avenue, Inc., and Thomey’s 
Shoes. 

The public was advised that stores 
appearing in the advertisement “can fit 
your feet expertly in style-right shoes.” 


Visiting Down South 


R. E. (Bob) Roberts, who was famous some 20 years ago when he was a leader 
in showing the trade the merchandising value attached to leather and the glorif- 
cation of colors for the Carl E. Schmidt Co., Detroit, was visited by B. C. Bowen, 
vice-president of Boot ann SHoe Recorver in charge of the Chicago office, while 
on a recent trip to Florida. Mr. Bowen makes it a point to visit Bob each yea 
in April and on his recent trip found him hale and hearty despite his 84 years 


and still a master at phrase-making puns. 


Bob enjoys keeping in touch with 


happenings in the shoe world. Drop him a line at his home in Deland, Florida, 
for he’d like to hear from his many old friends in the trade. 
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Hails Minimum Wage as 
Trade Evil Remedy 


[CONTINUED FROM PAGE 53] 


capita)”, he said, “you know as well as 
I do that we are a poorly shod nation. 

“The reason you aren’t making more 
shoes is that there are not enough 
people in the country able to buy them. 
As we can increase wages through the 
Fair Labor Standards Act for thou- 
sands, or even millions of people, not 
enly those employed in shoes but in 
every industry covered by the law, we 
can raise the standard of living. We 
can create a better market for your 
product. 

“We are able to protect you against 
the chiseling competitor. In return we 
ask you to uphold our hands. With 
your continuing support we can make 
this law work to the benefit of every 
employee and every legitimate business 
man, and to the detriment of none.” 

Colonel Fleming was followed by 
Thomas H. Eliot, New England Re- 
gional Director of the Wage and Hour 
Division, who cited instances of the 
law’s violation, told how evidence is 
gathered and how the divisional in- 
spectors go about their work. Guests 
at the head table were introduced by 
Francis B. Masterson, president of the 
Boot and Shoe Club. The speakers were 
introduced by Louis H. Salvage, vice- 
president of the New England Shoe 
and Leather Association, who pledged 
the support of the association. A ques- 
tion period followed the formal ad- 
dresses. 


Confined to Home 
Following Accident 


INDIANAPOLIS, IND.—George Hewitt, 
for many years in the retail shoe busi- 
ness in Anderson, Ind., and later a 
traveling representative for leading 
shoe manufacturers, for the past thir- 
teen years representing the Crosby 
Square line, is confined to his home as 
the result of an automobile accident. 

Widely known in the central west 
and an active member of the Indiana 
Shoe Travelers’ Association for more 
than twenty years, Mr. Hewitt would 
be glad to hear from friends on the 
toad while he is confined to his home. 
He lives at 4616 Broadway, Indiana- 
polis. 


New Buyer Appointed 


CLEVELAND, OHI0—Alton D. Barnett 
has recently been appointed buyer of 
shoes for the William Tayor Sons & 
Company of this city. 

Mr. Barnett is a veteran shoe man 
of Cleveland, having spent the past 
15 years at the Lindner Company, of 
this city; assistant to Murry Bender 
for nine years, and buyer for Mr. 
Bender for three years. 

During the past three years Mr. 
Barnett has been manager of the Lind- 
ner Company department for the Goetz- 
Mittelman Company, lessees of the 
Lindner Company department. 





Opening in New York — () } lay 5-4 


“Helizapippin" Hits and Fits for Fall 
See our All-Star Shows 
Hotel Commodore - Room 904 Marbridge Building - Room 702 
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PANAMA 
In-Stock 
¢86—White Bucko 
80—Black Bucko 
88—Blue Bucko 
Other in-stock 
styles available. 
Get catalog. 
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Styles and Features in 
MISS PIRATE 
MISS PIRATE WINGS 
DR. HISS (Zasacfled SHOES 
“STYEL” HEEL 
BROUWER RESEARCH 
= FOOTWEAR , 
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MARSHALL 
MEADOWS & 


STEWART, inc. 
Fine Shoe Makers at 
AUBURN, NEW YORK 
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When Sales Executives Get Together 


A group of sales executives of the Endicott-Johnson Corp., Endicott, N. Y., met 
at the Hotel New Yorker, New York City, recently, to consider promotional plans 
for the new Johnsonian line of men’s shoes. Here they are: Seated, left to right: 
P. D. Blain, sales manager, Endicott department; J. J. Ward, advertising manager; 
F. E. Diekroeger, merchandise manager, St. Louis department; Earl Fox, mer- 
chandise manager, New York department. Standing. left to right: F. T. Brimmer, 
general manager, New York department; A. J. Whitham, sales manager, New 
York department, and T. J. Nolan, export manager, New York department. 
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Children's Shoes 


OR ee re 


Dr. C. A. Haines 
Shoes for Children 


IN STOCK 


Fiez-A-Proved Cushion 
construction, soft and 


@mooth 
feally designed; all 
leather. Write for Cata- 


SUPERIOR SHOE CO., 





508 S. Peoria St. 
also carried te staat by 


American Shee Co., 
251 W. Jefferson St., 
Detroit. 


119-121 E. 
Fort Wayne, Indi 
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Bowling Shoes 

LO 
PROFESSIONAL 
BOWLING SHOES 
Men's Men's Women's 
lord Oxford 

$2.75 $2.70 $2. 

Combination 

Right Foot 


co. 
Philadelphia 





” ™ nooKs SHOE mFG 
Swanson & Ritner ot. ' 





Northwest Convention 
Shaping Up 

SPOKANE, WASH. — Several interest- 
ing features have been added to the 
program which is fast assuming fine 
shape for the coming convention of the 
Pacific Northwest Shoe Retailers As- 
sociation to be held in Spokane, June 2, 
3, 4 and 5. 

Alice Burrows, associate merchandis- 
ing editor of Vogue, was to be the fea- 
tured speaker but due to an accident 
will be unable to appear. 

“J. T. Gorman, vice-president and 
sales manager of Dunn & McCarthy, 
Enna Jettick manufacturers, has made 
reservations,” said Otto Warn, presi- 
dent of the association, “and will be 
in Spokane at the time of the conven- 
tion and will have a part in the pro- 
gram.” 

Mr. Warn added that a great deal of 
interest is being manifest in the com- 
ing meeting from all parts of this 
region and that exhibitors are coming 
in fast. “With the new Fall lines now 
beginning to come out, we have received 
at least a dozen reservations during the 
last few days,” Mr. Warn said. 
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Lewis New McAlpin Buyer 


CINCINNATI, OHI0—J. R. Lewis, re- 
cently appointed buyer for McAlpin’s 
shoe department, comes to Cincinnati 
from Loveman’s Inc., of Chattanooga, 
Tenn., where he served as assistant 
buyer. 


J. R. LEWIS 


Mr. Lewis likes Cincinnati especially 
because of the keen competition which 
keeps everyone on their toes. 

“People are more price - conscious 
here,” he says. “They know exactly 
what they expect to pay and stick to 
it, all of which simplifies service to a 
great extent.” According to him, about 
forty per cent of business at McAlpin’s 
leans toward conservative styling. 

“I attribute this to the fact that 
manufacturers have learned to combine 
style with comfort and quality. Time 
was when a woman who wanted a shoe 
for comfort, felt that her only choice 
lay in a low-heeled oxford. Now she 
can buy her comfort and have her style, 
too,” says Mr. Lewis. 


Evans Elected Commerce 
Chamber Head 


ScRANTON, Pa. — Gordon Evans, a 
member of the firm of Lewis & Reilly, 
this city’s leading shoe retailers, has 
been elected president of the Scranton 
Chamber of Commerce. Formerly a 
dynamite salesman for three years 
prior to entering the shoe business, Mr. 
Evans is a director of the Pennsylvania 
Retailers Association, past-president of 
the Middle Atlantic Shoe Retailers As- 
sociation and past- president of the 
Commercial Association of Scranton. 

In commenting editorially on Mr. 
Evans’ election, the Scranton Tribune 
said: “The leader of this year’s cam- 
paign, Gordon Evans, elected president 
of the Chamber of Commerce for the 
ensuing fiscal year, makes an ideal 
choice. He is certain to supply vigorous 
leadership. Mr. Evans has been in the 


Puls SHOWMANSHIP 
into SHOEMANSHIP... 


® Permits customers to “look through”’ 

a pair of shoes to see how they fit. 

® Enables you to show parents that 

their children’s shoes fit correctly. 

© Dramatizes scientific fitting in terms of 
foot health and comfort. 
@ X-Ray promotional 
plans make your store 
“headquarters” for 
X-Ray Fitting. 
That's right, write now- 
X-RAY SHOE FITTER, nc 


3533 North Palmer Street 
Milwavkee + Wisconsin 











forefront of all important civic move- 
ments for a number of years, and has 
not only the interest of the community 
at heart, but has the forcefulness to 
rally workers to his standard.” 


Changes in Duties 
Of May Co. Assistants 


Los ANGELES, CALIF.— Paul Kirsh, 
shoe merchandiser for the local May 
Co. stores, has made the following 
changes in the duties of his assistants. 
Robert Smith has been promoted from 
floor man at the downtown store to 
manager of both the women’s and men’s 
shoe departments at the May ©o. 
Wilshire store. J. W. Hutchinson who 
was assistant in the men’s shoe e- 
partment at the Wilshire branch, has 
been promoted to be Mr. Kirsh’s as- 
sistant and floor man at the main down- 
town store. 


Hrubetz to Manage 
Wichita Store 


Wicuita, Kan. — George Hrubctz, 
formerly with the Kinney store at St. 
Joseph, Mo., arrived in Wichita, re- 
cently to take over the managership of 
the local Kinney Shoe Store, 152 N. 
Main St. 

Mr. Hrubetz replaces B. E. Shannon, 
former manager, who was promote:! to 
the Kinney store at Sioux City, Iowa. 
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(grt AGAI 
THE VERSATIL 
SOLE ATTACHIN 


ity OF ITS 


CEMENT 


nN, DEMONSTRATES 


G EQUIPMENT 


Clearance for 
Wood Heel 
Attaching Screw 
— prevents 

heel slippage 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





Soles and Heels 





No Spread, No Curl, No Bulge 
METAL FLEX Soles and Heels 


Flexible metais cut through: Water, 
Oil or Grease. 


THE LITHOX corp. 
WAPAKONETA, OHIO, U.S.A. 
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Moccasins 


TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 


18 STYLES 
IN-STOCK 
AU popular colors 
and combinations 


FOR SATALOG 
SACO-MOC SHOE CORP."*7148° 





Mexican Huaraches 








Completes 15th Year 
With Tanning Company 
Boston, Mass.—Ed Goldfarb, well- 
known young Credit Manager of the 
Colonial Tanning Company, has just 
completed his fifteenth year of service 
with that firm. Having started in 1925, 
following his graduation with honors 
from the Boston High School of Com- 
merce, Mr. Goldfarb has gradually 
worked his way into a responsible posi- 
tion. Today, at the age of 32, he is one 
of the youngest credit managers in the 
trade. 
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Vitality Salesmen Preview 
New Fall Line 


St. Louis, Mo.—The Vitality Shoe 
Company of St. Louis introduced their 
new lines of women’s, men’s, boys’, 
and children’s shoes for Fall at their 
semi-annual sales conference, from 
April 22 to 26, during which time the 
Vitality roadmen met for a study of 
the new lines and of the outlook for 
the new selling season ahead. 

On Monday night the company held 
a sales dinner and style revue at the 
Statler Hotel, attended not only by the 
salesmen and company officials but also 
by a number of visiting merchants. 

A. B. Fletcher, general manager of 
the company, presided; C. L. Hein, 
sales manager, presented the Vitality 
merchants and salesmen, and B. A. 
Gray, president of the International 
Shoe Company, addressed the visitors 
and salesmen briefly. 

The runway revue of the new Fall 
styles, conducted by Charles E. Good- 
rich, Vitality stylist, gave all an op- 
portunity to study each patiern at close 
range. As the models passed along the 
runway, Mr. Goodrich explained the 
detail and importance of each pattern. 
Each model carried a card bearing the 
name of the pattern, the number of 
the last, and the heel height, so that 
data could be taken on each shoe. Many 
new and interesting treatments were 
presented in the women’s as well as 
the men’s and children’s lines. In gen- 
eral, smart selling types of patterns 
appeared, all being received with much 
enthusiasm. 

Announcement was made that the 
same suggested retail price plan as 
last season would be kept. 

No changes or additions in the sales 
force were made. Following is a list 
of attending salesmen: 

M. P. Bringardner, Michigan and 
Indiana; J. R. Burriston, California; 
R. C. Farrar, Texas; J. W. Field, 
Southern States; R. D. Fletcher, Moun- 
tain States; W. J. Harney, Ohio; W. 
L. Jonakin, Virginia, Kentucky, West 
Virginia and Maryland; F. M. Keener, 
New England; J. L. Locke, Souiheast- 
ern States; J. G. Mazur, Illinois and 
Iowa; A. R. Moore, Wisconsin, Minne- 
sota, North Dakota and South Dakota; 
W. M. O’Bryen, Missouri, Oklahoma 
and Kansas; Larry O’Connor, eastern 
Pennsylvania; H. E. Summers, western 
Pennsylvania; J. C. Thomas, New 
York State; A. K. Umphrey, Wash- 
ington, Oregon gnd Idaho, and M. A. 
Weiss, Greater New York. 


Transferred to U.S.M.C. 
Cincinnati Office 


ROcHESTER, N. Y.—Announcement is 
made of the transfer of A. A. Simoneau 
from the Rochester branch of the 
United Shoe Machinery Corporation to 
its Cincinnati office, where he is in 
charge of sales. Mr. Simoneau came 
here from Cleveland two years ago and 
has been engaged in selling. 





IN §TOLK PRE WELTS 


2/6 6%/9 

Style 772—White with Brown Elk 
Saddle 

Style 774—Brown with Smoke Elk 
ddle 


Style 772x 
Style 774» 


WAKE UP BUSINESS!! 


Replace those shelf sleepers with Elan 
Pre-Welts and watch sales wake-up. The 
repeat business will prove Elam Pre-Welt 
are profit builders, 


F.S. ELAM SHOE CO. 


Y 





Radio Tribute for 
Weyenberg Shoe Co. 


MILWAUKEE, W1s.—The Boston Store 
here in its “Radio Hosts to Milwaukee 
Industry” program broadcast over sta- 
tion WEMP from 12 to 12.15 p. m., re- 
cently paid tribute to the Weyenberg 
Shoe Co. 

The shoe firm had its inception in 
1896 in northern Wisconsin, where it 
made lumbermen’s boots. In 1900, the 
company moved to Milwaukee and in 
1906 started large scale production. 
Today, Weyenberg manufactures men’s 
and boys’ dress shoes, work shoes and 
juveniles’ shoes, using Milwaukee-tan- 
ned leather almost exclusively. 

The broadcast originated from the 
local plant of the Weyenberg company. 


Shoe Firms Receive Contracts 


WASHINGTON—Shoe contracts total- 
ing $786,048 have been awarded by 
two government departments. A $155, 
500 order with the Collingwood Shoe 
Co., Inc., of Endicott, N. Y., and a 
$340,480 order with the Curtis Shoe 
Co., Inc., Marlboro, Mass., were placed 
by the Navy Department’s Bureau of 
Supplies and Accounts. The War De- 
partment quartermaster corps awarded 
a $280,068 contract to the Joseph M. 
Herman Shoe Co., of Boston and Millis, 
Mass. 
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Do you need 
HELP? 


Consult the CLAS- 
SIFIED PAGES of 
Boot and Shoe Recorder. 


HELP 
Se 2 HELP 


“Road” and “Inside” Men turn 
to these pages for worthwhile 
connections. 


INEXPENSIVE! 
EFFECTIVE! 


BOOT AND SHOE RECORDER 


Classified Advertising Dept. 
239 W. 39th St., New York, N. Y. 


Be Market-Wise, Centralize 


You, as a buyer, can find what you want when you want 
it here—with a speed and certainty of selection not 
possible elsewhere. In the Marbridge Building are 
more shoe and allied concerns than in any one build- 
ing in America. 

The Marbridge Building is in the very heart of mid- 
town New York. All the great retail stores are nearby. 
So, if you are in search of ideas, examples and promo- 
tions, center your attention here. 

D. S. Macponatp, Manager. 


MARBRIDGE BUILDING 


47 WEST 34th ST. also 1328 BROADWAY, N.Y.C. 























Stores Cooperate in 
Foot Health Week 


Eximira, N. Y.—Special window dis- 
plays of proper health shoes, as well 
as appropriate posters, were featured 
in shoe stores here in observance of 
National Foot Health Week. 

Representatives of the Hudson Shoe 
Company, Elmira, are interviewing 
local chiropodists, with the object of 
establishing a closer relationship be- 
tween the retail shoe merchant and the 
foot specialist. 


Arleigh Miller Reopens Store 


HarrisspurG, Pa.—Arleigh M. Miller, 
formerly a proprietor of one of Har- 
risburg’s largest shoe stores, is now re- 
modeling a store room at 5 South Mar- 
ket Square, where he will re-enter the 
shoe business on April 27 as a shoe 
merchant. 

Mr. Miller, well known in Central 
Pennsylvania shoe circles, has been en- 
gaged in the retail shoe business in 
Various capacities during the past 
twenty-six years in Harrisburg. He 
has been manager of Hermann’s Wo- 
men’s Shoe Store for the past three 
years, and the two years previous to 
that was affiliated with the Smith 
Brothers Shoe Store here. 

Women’s and children’s shoes, rang- 
ing in price from $3 to $7.50, will be 
handled in the new Miller’s Shoe Store. 


Foot Exerciser 


New YorRK—All sorts of exercisers 
have been tried, from doorknobs to 
pencils, the idea being to give a play 
to the muscles of the foot and to 
strengthen them. One of the earliest 
ideas for foot exercise was to put a 
book on the floor and flex the toes 
over the edge. 


Frederick W. Lang of Forsyth, Ga., 
has invented a Foot and Arch Nor- 
malizer to roll away foot troubles. The 
patented machine is scientifically made, 
with precisely the angle of the meta- 
tarsal heads; and the roller is in a 
geared frame so the functioning of the 
machine is simple and rhythmic. 

The Lang machine is in use by fif- 
teen college trainers, as well as basket- 
ball teams, baseball nines, fight train- 
ing camps and golf schools. Its pro- 
motion has been, in the main, by word 
of mouth recommendation. In the osteo- 
pathic field, the heads of associations 


have used it in foot clinic demonstra- 
tion work. 

It was introduced in the shoe field 
through the recommendations of George 
Bridges, veteran shoe merchant in 
Brooklyn, N. Y., who began promoting 
it in 1935, since which time a number 
of shoe stores have adopted it as a 
recommended article for orthopedic 
foot development. 


Plant Destroyed by Fire 


HENNIKER, N. H.— Fire swept the 
three-story leather and fibre board 
plant of F. E. Norton Sons here on 
the night of April 12, causing a loss 
estimated at more than $70,000. 

The blaze wiped out one of the town’s 
two leading industries, the Norton fac- 
tory having been operated here for 
more than 20 years. Present owners 
are Frank, John, Lawrence, Albert and 
George Norton and Joseph Cox, a 
cousin of the Norton family. 


In Charge of 
Annual Festival 


MONTGOMERY, ALA. — Oscar Coving- 
ton, owner-operator of Covington’s 
Shoe Shop, is the maitre d’affaires of 
the merchants’ annual barbecue, set for 
June 5, to inaugurate the first of the 
Summer half-holidays. 
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- “framed” in the heart-shaped opening. 

Cut-out hearts of wall board can be 
used for the tops of display stands. If 
you have facilities for making engrav- 
ings, have the sign man letter “To My 
Queen of Hearts” on a small outline 
heart, then get a “reverse cut” made; 
when this is used to make small, square 
cards to attach to gifts, the lettering 
will show white on red (the printing 
to be in red, of course). 


WHILLIAM ISELIN & Co., INC. 


FOUNDED 1808 
Factors. ee 


for Manufacturers 
and Selling Agents 
of Shoes, Leather 


1 


Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 
real source of profits. 


UUUETUEOOEOOUORUGAUHESEEEOROOUGROOODOOEOROONELE 


Inquiries invited 


357 Feurth Avenue 
Branch Offices 

LYNCHBURG, VA. GRAND BRAPIDS, MICH. LOS ANGELES, CALIF. 
CD 


and Allied Products. 


NEW YORK 








Stock Wiskiiewat 


[CONTINUED FROM PAGE 58] 


ing stock turnover, the planning de- 
partment based its budgets on a ratio 
of 3.6, then 4, 4.8, etc. That required 
meticulous budgeting and a foresighted 
policy. Comprehensive statistics enabled 
us to estimate the tastes of our cus- 
tomers according to the district the 
store was in and the kind of people it 
catered to. Model stocks were set up 
for every store. Statistics about sold 
sizes of every pattern and fitting pre- 
vented broken lines. Strict watch was 
kept on new lines. If they did not sell 
in one shop they were transferred 
somewhere else. The stock of the stores 
was kept low. A central stock supplied 
the shops automatically with the sold 
sizes within one day in town, within 
two or three days in the country. A 
telephone and motorcycle service 
secured the delivery within 15-20 min- 
utes in town of needed sizes or patterns 
from the central stock or other stores. 

The central stock kept model lists of 
all stores frequently controlled by in- 
ventories. Sales reports went daily to 
the buyers. Detailed sales reports 
(with sizes and fittings) with central 
stock inventories went weekly to the 
buyers to enable them to fill gaps by 
size-up orders or concentrate the lines 
he wanted to sell-out in one or a few 
stores. The success of the “New 
Policy” silenced the voices that had 


previously predicted a failure. They 
had opposed the project because of the 
expenses for tite planning department, 
and because of their fear of losing cus- 
tomers through reducing our collection. 
The sales increased, the turnover ratio 
soared to heights unknown before, mak- 
ing up many times for the cost of the 
planning department. 

Many a shoe merchant shuns the cost 
of a planning department. He hopes to 
get along with the “sound principle- 
less lines,” and wonders by the end of 
the year at the result. There must be 
a definite and precise plan, and the 
management must strictly abide by it 
and allow itself no trespasses. The re- 
sults will pay. 


Promote Footwear 
For Mother’s Day 
[CONTINUED FROM PAGE 38] 


For the window use a large red heart, 
set to extend above a low supporting 
panel, and a plateau having a border 
of small cut-out hearts. The big heart 
has the rhyme lettered on the red heart 
in white. Adaptations of this heart can 
be used throughout the store. If you 
figure carefully, when you cut the large 
heart from wall board, you will have 
the rest of the board with the opening 
to use in a showcase, in front of the 
shelves in a sloping position, with small 
articles or perhaps slippers on the 
panel, and others on the shelves 


Slippers are good gifts, but they need 
attractive display to make them more 
“giftable. The heart and carnation 
idea, used as a border around a panel, 
will be very good looking. If you hav: 
one of the display cards that are 
handy, the same decorative idea wil! 
work. 

The big idea is that the store shoul< 
be so dressed up that no one can over 
look the fact that Mother’s Day wil 
soon arrive, and that you have thing 
Mothers will like. The heart and carna 
tion idea is so inexpensive that you 
can do a real decorative job at smal 
cost. 

One angle to stress is that of Dad 
and the children conspiring together to 
pleasanily surprise Mother, with the 
children contributing a part of the pur 
chase price from their allowance. This 
can be done by using silhouette piec- 
tures of youngsters talking. For ex- 
ample one tot might say, “My Dad’s 
shopping for our present to give Mom 
on Mother’s Day.” Or you might use 
the Inquiring Reporter idea to get the 
children’s opinions. This might bring 
out some very interesting replies. 

Around the rhyme you might build 
a contest for children, giving sma!! 
prizes for the best poems on Mother's 
Day written by youngsters. Require- 
ments should include rights for use in 
advertising and display purposes, a 
nominal sum, which you should name, 
to be paid in case of such use. Do not 
require a purchase to enter this contest. 

Mother’s Day is a pepular promo- 
tion opportunity. Department stores, 
and others as well, will be doing a good 
promotion job—SO CAN YOU. With 
the plan suggested here it can be done 
at small cost. You must give the event 
the attention it deserves in order to 
benefit through this splendid oppor- 
tunity. 





Point-of-Sale. 


—Much of the Consumer’s Knowledge of shoes 
comes from the Man at the Fitting Stool— 


—It’s good insurance for the Shoe Manufacturer 
to cultivate Point-of-Sale. 
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G/C 
TELESCOPIC 
EYELETS 


* ‘On ail types of athletic shoes 


“where maximum eyelet-row 


a strength is needed, G/T 
TELESCOPIC EYELETS meet the 
Te CROSS SECTION DIAGRAM 
| aprowents of rugged usage. SHOWING STRENGTH OF SETTING 
. _. Indesign and construction they 


+ © 


ee 3 have no equal for strength 
| and quality. 


_— / 
ae ie ‘ : ~. 


TNS oe Netl ss ace jel Tlie. 


BOSTON, MASSACHUSETTS 
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SALESMEN WANTED 


hp pat Side Line, Men’s Leather Slippers, 
Loungers, Sheepskin Slippers, Moccasins. 
Middlewest, i 
$694, care Boot & Shoe Recorder, 209 So. 
State St., Chicago, Ill. 








Salesman For New York State On!y 





For instock line of popul priced 
childs, misses, growing girls, boys prewelts, 
stitchdowns, McKays and welts. Only sales- 
men need apply that live in territory. Com- 
mission basis. State age, references. 


Address 705, care BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











SHOE salesmen wanted to sell additional line. 
South, Mid-West, West Coast. To sell in 
local territory well-known up-to-date $6-$7 
women’s novelty shoes, gone fancy wedges 
and sandals. Write Liberty Shoe Co., 266 
Broad St., Lynn, Mass. 





CS you sell Men's loafer Moccasins as a side 
line? Territory open in South, Mid-West 
and West. Address 708 care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 





DESIRABLE TERRITORY ree FOR 
SALESMEN UR AGENTS 
ALESMEN WANTED: pou territory 

open for salesmen or agents calling on the 
Shoe and Shoe Finding Trade. We are present- 
ing an utterly new kind of a Shoe White 
Polishing Kit and a Chemically Treated Dry 
Shoe Polishing Cloth. Resale and Premium 
Item (with individual firm name imprint) as 
well. Unique in the field—quick moving items; 
a fine side line; Liberal discount; Liberal Com- 
mission. Give details of lines carried, territory 
covered. Cadie Chemical Products, Inc., 12 
West 2ist Street, New York City. 





ALESMEN to sell established line of Shoe 

Dressings and Dyes to shoe chains, retail 
stores, and department stores. All territories 
open. Wonderful opportunity. Liberal commis 
sions. Write full particulars. Address $710, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y 





ALESMEN who contact shoe manufacturers, 

able to handle sideline of French original 
shoe designs. High commission. Address $711, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








LINE WANTED 


SOME MANUFACTURER OF WOMEN’S 
MEDIUM AND BETTER GRADE SHOES 
NEEDS THIS MAN IN HIS SALES DE 
PARTMENT: Twenty years in shoe business; 
young; aggressive; has sold in excess of 
$1,000,000 in one year. Can style and assemble 
complete lines; knows trade from Coast to 
Coast and can offer finest references and back- 
ground. Contact him at once. Address £709 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











POSITION WANTED 


FOR SALE 





BUYERS. -STYLIST-MERCHANDISER: Knows 
all important sources. Young executive, thor- 
oughly experienced in every ladies’ 
chain operation. Age 32. Available 30 days’ 
notice. Highest references. Address $704, care 
Boot & ee, Recorder, 239 West 39th Street, 
New York, N. Y. 





] wish to offer my services to a manufacturer 
or wholesaler. Have handled leading Ameri- 
can branded lines ig Europe and was partner in 
one of leading wholesale houses on the Conti- 
nent; Also President of Austrian Wholesale 
Boot and Shoe Association. Know American 
leather and Rubber Footwear well and can 
offer first class American and English references. 
My best services are at your disnosal immedi- 
ately. Address $706, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





SHOE MERCHANDISER, BUYER, SALES- 
MAN of corrective lines, popular and higher 
priced; twenty years successful experience; 37 
years old; married; college training; best of 
references; available at once; will go anywhere: 
Salary secondary. Address £707, care Boot & 
Shor Reeorder, 239 West 39th Street, New York, 





FOR RENT 


FOR RENT. In good town that has room for 
a better grade Shoe Store. A 100% location. 
Always occupied by shoe business. Good city 
of 35,000 with trading population almost triple. 
Moderate rent and store already contains fixtures 
and good modern front. Write The Plaut-Cad- 
den Co.. Norwich, Conn. 








BOS store for Sale. Going business. Owner 

ants to retire. Stock inventory $4,500. 

Family line. Address 2712, care Boot & Shoe 
Recorder, 140 Federal Street, Boston, Mass. 





FOR LEASE 


U NusUAL OPPORTUNITY FOR CHIL 
DREN’S SHOE DEPARTMENT OPER 
ATOR. For lease—Department located in high 
grade iy ne boys’ and girls’ Apparel Store 
—new fixtures for Shoe Department complete 
in every detail—interested in operator handling 
good quality boys’ _ girls” shoes with capita! 
ex a. and first class references—nonc 
ot need appl ySELBER BROS., INC 
SHREVEPORT, "LOUISIANA. 








WANTED TO PURCHASE 








SHOE STORES WANTED 
FOR CASH 


retailing men's, women’s shoes from $6.50 
and up having short term leases. 
Write in confidence to 


A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
ee pCi Reade St., New York 

references on 








BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 





LINE WANTED 


TTENTION MANUFACTURERS. I am 

open for an in-stock line of women’s and 
growing girls’ novelties or sport shoes in $2.00 
or $3.00 retailers. Age 32, twelve years with 
high got jobber. Have nap following in 
New York City, Philadelphia, New Jersey and 
Delaware. Available May 15th. Box 701, 
Boot and Shoe Recorder, 56th and Chestnut Sts., 
Philadelphia, Pa. 








INE WANTED: SALESMAN Traveling 

Florida and Georgia having established busi- 
ness, desires fast selling line of Ladies’ Novelty 
Footwear suitable for territory. Address $703, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, Za 





INE WANTED: Energetic young salesman, 

thoroughly familiar with merchants in the 
great Southwest, wants a good line of women’s 
or men’s popular priced shoes for that terri- 
tory. Has also had retail experience. Knows 
merchants’ problems, and can build profitable 
distribution for some reliable manufacturer. 
Address $713, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 9139 








Buyers of Surplus Stocks 


We will eS surplus er entire stocks ef shoes 
from man turers, jobbers or retailers. 


pay ~~ -t-— NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 











WE BUY 
Entire or Surplus Wholesale and Retail! 
Stocks. Also Branded Shoes such 4s 
Walk-Over, Florsheim, Enna-Jettick. Vita 
ity. Arch Preserver, Queen Quality, Bos 
touians, Stetson. Red Cross. Nunn-Bush, Et 
iBViN RUGIN 


Phone Barclay 7-7887. New York City 








89 Reade St.. Cor. Church a 
y 





=| 





address should be counted. 





mum charge, 75 cents. For all other 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with 2 maximum of 46 words. 
Classified advertising is payable in advance. 
S* Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™® a 
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HOTELS 


MERCHANTS’ NEEDS 








WHERELL WE STAY IN ST. LOWIS ?| 








Hotel Lennox 
DOWNTOWN, GOOD PARKING, 
REAL FOOD AND SERVICE. 

















New York Sets the Stage 
For Fall 
[CONTINUED FROM PAGE 32] 


have also selected this same time for 
the formal opening of member lines. 
The latter group will not show jointly 
but each member will display his lines 
at either factory, showrooms or hotel. 

A. M. Burton, secretary of the St. 
Louis Shoe Manufacturers Association, 
reports further evidence of the growing 
enihusiasm for the New York opening 
in the fact that the list of non-member 
exhibitors continues to expand. Manu- 
facturers from every section of the 
country have reserved space through 
Mr. Burton’s office and at this time 
some 30 outside concerns are repre- 
sented in this cooperating group. These 
displays, added to those of the St. Louis 
market, have swelled the total to well 
over 125 displays of sample lines. 

Last week the officers of the Shoe 
Manufacturers Board of Trade of New 
York met to complete the organization’s 
final plans for the showing. Following 
the meeting, Michael J. Wolf, secretary 
of the group, made the following state- 
ment: 

“The announcement of our formal 
opening has brought a response from 
buyers all over the country that has 
been most gratifying. The large num- 
ber who have indicated their intention 
of attending confirms our belief that 
the buyers appreciate the opportunity 
to preview the Fall fashions in New 
York. When the curtain rises on our 
Fall style offering, there will be pres- 
ent an audience that is fully represen- 
tative of the shoe world. The Shoe 
Manufaciurers Board of Trade wel- 
comes this audience and promises them 
a memorable performance.” 

Truly New York will offer buyers 
the country over the greatest display 
of diversified footwear for Fall for 
men, women and children that has ever 
been made in the introduction of a Fall 
season. Industry in general, from the 
tanner to the supply man to the men 
Who cannot come to the market, are 
looking forward to this big shoe week 
as a significant event. Its success, and 

is seems assured if the amount of 
interest shown can be any barometer, 
indicates the possibility of these open- 
ings becoming a national event in the 
shoe trade. 


Soft and Hard-Soled Slippers and 
Sandals from $1.00 to $2.00 Retail. 
Wholesale price $.52/2 to $1.15. 


NORMA FOOTWEAR COMPANY 


62 Schenectady Avenue, 
Brooklyn, New York 














HEEL REST 


Developed by the 
plastic industry 


$1 Doz. * $9 Gross 
WINDOW ART DISPLAY 


1324 Washington 
St. Louls, Mo. 











Obituaries 


Charles A. Brown 


Boston, Mass.—Charles A. Brown, 
for twenty years hide buyer for the 
Barbour Welting Company of Brockton, 
and prior to that a buyer of leather for 
the Regal Shoe Company of Whitman, 
Mass., died recently at his home, 405 
Wolcott Street, Auburndale. Although 
78 years old, Mr. Brown had been 
actively engaged in business until a 
few weeks before his death. He was 
born in Newton October 18, 1861, and 
had lived in the Auburndale section 
since 1865. 

Mr. Brown was active in civic affairs 
in his home citv, having served as a 
member of the board of aldermen, as 
chairman of the finance committee and 
as a member of the school committee. 
For many years, also, he was a mem- 
ber of the Boston Chamber of Com- 
merce and active in the affairs of its 
Retail Trade Board. He was the old- 
est living member of the Apollo Club 
of Boston, and its vice-president: a 
member, also, of the Newton Boat Club, 
the Brae Burn Country Club, the Dal- 
housie Lodge of the Masonic Order, and 
the Auburndale Congregational Church. 

Funeral services, attended by a large 
number of friends and associates in the 
shoe and leather industry, were in the 
chapel of Newton Cemetery, Newton 
Center, followed by burial in the New- 
ton Cemetery. 

Surviving Mr. Brown are his widow, 
Mrs. Edith Guild Brown; two sons, 
Page Brown of Concord, Mass., and 
Kingsbury Brown of Brookline; and 
five grandchildren. 


Edward J. Hanlon 


RocHESTEeR, N. Y. — Devotion for 
Edward J. Hanlon, associated for 40 
years with E. P. Reed & Company, 
makers of women’s footwear, was mani- 
fest in signal honors to his memory 
when his funeral was held April 17 
from Blessed Sacrament Church. 

The plant in which Teddy Hanlon 


MERCHANTS’ NEEDS 








BRANNOCK SHOE- 
FITTING SYSTEM 

4 INCREASE REPEAT SALES 
Satisfied customers return 

@ ATTRACT NEW CUSTOMERS 
One tells others 

3 SAVE % OF FITTING TIME 
Cut down try-ons 


Write fer Deseriptive Felder 
ust ef shoe factories offering Brannock Deviees 
cooperative price. 








THE BRANNOCK DEVICE CO 








PATENT ATTORNEY 





; ‘at. . records searched 
ANY lnvention or Trade Mark 








had served so loyally and long was 
closed all day. Lester B. Reed, its 
president; Edgar M. Reed, vice-presi- 
dent and Robert Reed, also a company 
executive, were bearers along with Dis- 
trict Attorney Daniel J. O’Mara, Ed- 
ward Sharkey and Joseph Guerin. 

An honorary escort was comprised 
cf other foremen in the factory. Fellow 
workers and a host of other friends at- 
tended the services. 

The Rev. Francis M. Feeney cele- 
brated the solemn high mass of requiem. 
Burial was in.Holy Sepulchre Cemetery. 


Max Gussaroff 


CuicaGco, ILL.—Max Gussaroff, who 
represented the Best Shoe Co. of Boston 
in the Chicago territory, died recently 
following a brief illness of a streptococ- 
cus throat infection. He was a member 
of the Chicago Shoe Travelers’ Associa- 
tion. 





J. E. Cox Managing 
Fair Department 


MONTGOMERY, ALA.—J. E. Cox, for- 
merly of Augusta, Ga., is new manager 
of the leased shoe department of Mont- 
gomery Fair, succeeding O. C. Sanders, 
who has taken a position with Dr. 
Sealy’s Foot Health Shop of this city. 





